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RIGHT in cotor 
RIGHT in tTeExtTuRE 
RIGHT in Finisu 


and unmistakably right in the 
one quality women want most, 


FASHION-KEYED CORRECTNESS ! 


A Tailored Pump Made By 
NEWTON ELKIN SHOE COMPANY 
PHILADELPHIA 
Using Tandrite Calf, Color No. 972 


Se 


In fact, the only way you can ‘‘go wrong”’ 
with shoes of TANDRITE CALF is not to 


show them—for to show them is to change 





“‘lookers”’ into buyers—and, later, into steady 


customers for your store. 
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Dealer profits in the shoe industry, 
as in any other, depend to a great 
extent upon the acceleration with 
which a line moves off the shelf. 


A “white elephant”...an unknown, 
unsung brand... can eat up profits 
alarmingly. Yet white elephants 
take up just as much valuable 
storage and display space... plus a 
lot more time at the fitting stool. 


And repeat business is negligible. 


No “white elephant” is the Vitality 
line. This smart, authentically 
styled footwear moves at a fast, 


WHITE ELEPHANTS GET MIGHTY HUNGRY! 


profitable pace. This is only natu- 
ral... for the efforts of every Vitality 
dealer are backed not only by con- 
sistent national advertising and 
merchandising but by a remark- 
ably high degree of consumer ac- 
ceptance as well. 


Dealers know, too, that in the man- 
ufacture of Vitality shoes there is 


no compromise with quality. 


It's a comforting feeling to know 
that when you feature Vitality 
shoes you don't need to worry 


about feeding hard-earned dollars 
to white elephants. 














SHOES 


Made by America’s Largest Shoemakers 


VITALITY SHOE COMPANY, Division of Internatqnal Shoe Co. ST. age er MO. 
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23 DAYS MORE 


CAREFUL study of all factors affecting the Rub- 

ber Footwear business will clearly show the 
wisdom of placing your order for your normal Fall 
requirements as far in advance as possible. 
Until June 30, BALL-BAND is accepting Advance 
Orders for Waterproof Rubber Footwear which give 
you these special advantages: 

1. December Ist due date on shipments 

made not later than October 25. 


2. Favorable prices (quoted subject to 

change without notice). 

Advance Make-Up Discount which could 

mean an increase of 50 to 100% in your 

net profit. 

The best possible assurance that you 

will have your goods when your cus- 

tomers call for them. 
If you have not yet placed your Rubber Footwear 
order for Fall we urge you to get the full facts about 
the BALL-BAND Line and our Advance Order plan 
—at once. As there are only 23 days left, prompt 
action is necessary. Write or wire today. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 Water Street, Mishawaka, Indiana 


BALL BAND 


June 7, 1941 
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The number of outstanding 
G/E Sole Stitching Machines 
— Model C reached an all-time 
high in March and April of this 
year with a resultant record- 
breaking production for these 
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same months. 








Underlying these figures is a 
basic reason in the fact that 







more manufacturers than ever 
before are finding it advanta- 





geous to solve a variety of 
sole-attaching problems by 
the use of this machine and 








its lockstitch seam. 







WAC SOLE STITCHING 
MACHINE—MODEL C 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Ck clean, dry air 
means more business 


® Air conditioning is one of those rare business 
improvements which pay for themselves in in- 
creased sales and profits. 


Summer cooling is producing sensational results 
for a wide range of business establishments. Re- 
ports show sales increases from 714% to 33%. The 
public responds to this added sales appeal! Cool- 
ing keeps merchandise in better shape, employees 
more alert and efficient, customers happy. 
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Chrysler Airtemp—pioneer in the field of air con- 
ditioning—makes a complete line of “packaged” 
cooling units. The cabinets are attractive, com- 
pact—occupy little space. In the 3 and 5 h. p. units, 
the famous radial compressor, hermetically sealed 
in a bath of oil, is quiet, efficient, dependabk, 
trouble free! The low cost will surprise you. 


Install Airtemp cooling this year! The coupon will 
bring you complete information. Mail it today! 


AIRTEMP DIVISION 
CHRYSLER CORPORATION — Dayton, Ohio 


Gentlemen: 


Send me more information about your 


“packaged” cooling units. 
Business or profession 
ee Ena ee 
Address 
City 





Abe Moskowitz writes... 


No. 5 im these 


D - : ss . : 
pa nahn in yet Mr. Moskowitz had only one reason for writing this letter: his 


yo ae oy , appreciation for the shoemaking help that Darex material has 

the Men Who Sell. given him for many years and his willingness to state in print 
what he has Jong told his associates verbally. We are proud of 
the part that Darex materials have played in the well-known 
success of Milius Shoes. 


DEWEY ap ALMY CHEMICAL CO. CAMBRIDGE ,CHICACO 


*darex material 
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ABE 
MOSKOWITZ 
General Superintendent 
Milius Shoe Company 








| success story ... 





ABE MOSKOWITZ of Milius 
Shoe Company is a true Master 
Shoemaker who has made shoes 
his lifelong career. He thinks 
shoes, talks shoes, and — next to 
his fine family — takes his great- 
est pride in the high quality and 

















skilled craftsmanship of the 








shoemaking he superintends. 

Mr. Moskowitz started his career at the age of ten 
making bench-made shoes in Russia. By the time he 
was seventeen he had his own factory. But his pathway 
to success was not destined to be so easy. Came the 
Revolution, and his factory was confiscated. Three 
years later (in 1923) he managed to reach the United 
States, and found himself in St. Louis, alone in a be- 
wilderingly strange land, unable to speak English, and 
with exactly twenty-three cents in his pocket. 

Fortunately for him, the Milius Shoe Company be- 
lieved in giving new men a chance. Mr. Moskowitz 
found work fitting wooden heels in the original Milius 
factory; two years later he was made foreman of the 
lasting room, and in 1933 became superintendent, 
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Since 1934 he has been general superintendent of 
all of the Milius factories. He has made outstanding 
improvements in cemented construction, and his 
mechanical genius has demonstrated itself in his sen- 
sationally efficient conveyor system for the making 
room and a Wood Heel Fitting Machine so good that 
the patents covering it were bought by one of the out- 
standing shoe machinery manufacturers. 

It’s a safe bet that Abe Moskowitz isn’t going to 
jeopardize a reputation won amid such difficulties by 
using any shoemaking materials in which he hasn't 
perfect confidence — those he knows he can count on 
to play their part in making possible the high quality 
and famous comfort of Moskowitz-built Milius Shoes. 








The PROCTER & GAMBLE Company 
Cincinnati, Ohio 


IVORY FLAKES WASHING TEST Repor: 
Fer A. H. ROSS & SONS C May 19, 194) 
faime__ White KLEENETTE washable aai62 











These shoes were covered with a mud-like substance when sent into the 
laboratory and also were souffed on the toes and the sides of the heels. 
The shoes were washed with a rich lukewarm suds of Ivory Flakes; were 
rinsed thoroughly with a sponge dipped in clear lukewarm water and were 
patted dry with a clean,soft towel. 


The applied mud was easily removed from all parts of the shoes except 
those portions which were scuffed, The scuffed portions remained slight- 
ly gray in appearance. However, since the normal dirt was removed and 
since the gray spots could be whitened with a regular white shoe cleaner, 
we feel that these shoes exhibit satisfactory washing qualities and we 
are recommending the above washing directions for then. 


PROCTER & GAMBLE TESTING SERVICE 





These tags are supplied to users of THIS REPORT MAY BE REPRODUCED BY WRITTEN PERMISSION OF PROCTER & GAMBLE COMPANY 


“Kleenette."" On reverse side of tag are ; ans slike 
the following instructions:— 


To clean these shoes simply use either 
Ivory or Lux soap. For hospital stains, and 
hard to get off stains, use equal ports of a 
mixture of water, ammonia and alcohol. 





A.H. ROSS & SONS CO. 


CHICAGO, ILLINOTS 


‘ Merchant -Loveys Boston 
j Al W. Meier Co. ie bh St. Louis 
‘Schoenberg Leather Co. Philadelphia 
A. W. Patton Milwaukee 
| Bankart & Samuelson ta Mall: Clay 


VA. ]. & J. R. Cook Los Angeles 


| .Tanners Since 1888 
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Number 
2,240,816 


UNITED STATES PATENT 


An important patent number protecting the 
‘*T weedease™’ top line treatment, a fluid top edge 


so easy to fit, so easy on the feet, the hose, the eye. 


Over a million pairs sold to wearers who repeat 


and repeat in their demand for it. 


Our National Advertising in Vogue... August 15-Septem- 


ber 15- and October 15 issues will forcefully carry to your 


customers the most flattering innovation in Elasticized 


Styling... 


ALLURING FOOTWEAR 


TWEEDIE FOOTWEAR CORPORATION 


84 022.2120 28 ©£Cf’?-¥ MES 8-00 8 8 
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A TRAVELING salesman writes: 
“Our factory makes a line of high 
grade shoes that retail up to $12.00 
and $14.00 and I have found that 
women of wealth and leisure are a 
pain in the neck. They go and buy 
cheap shoes and get away with it; 
and brag about it—as though it 
were a great accomplishment on 
their part to get the most for their 
money. 

“Believe it or not, the girls and 
women who buy our shoes are at 
least 90 per cent the office class. 
I'd hate like the dickens to have a 
statement spread broadcast that 
would scare shoe merchants from 
buying good shoes because the 
wealthy field is narrowing. The 





thing to sell is better fitting for the 
customer, which is—after all—the 
essential basic business principle of 
all stores. 

“Retailers are not in business for 
fun and they must make money in 
order to carry on—the sooner they 
get the cheap shoe idea out of their 
heads, they stop showing red on 
their books and get a proper return 
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the “T. ade 


for their time, effort and invest- 


” 
ment. 
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GREGG T. WARD, manager of 
branch sales, Footwear Division, 
United States Rubber Company, 


SUMMER HAS 





“We are very much interested in 
the campaign of the Boot anp SHOE 
Recorper for a longer active sell- 
ing season for Summer-type shoes. 
We have been working toward this 
end ourselves for some time, and 
believe progress has been made. 

“As far as we can see there is no 
justification for regarding the sea- 
son as ended on July 4, with re- 
sultant price cutting. The solution 
of the forced liquidation problem 
lies, of course, in careful buying. 
We make every effort to provide 
dealers with the proper number of 
shoes and the right styles to make 
price maintenance possible. Over- 
loading the dealer will not tend to 
lengthen the season; _ intelligent 
planned selection and active pro- 
motion will. 

“Important in increasing Sum- 
mer sales are attractive displays. 


which should be planned and in- 
stalled early and changed at 
intervals as the season progresses. 
Such displays will provide point-of- 
sale suggestions for a well-rounded 
Summer shoe wardrobe. 

“The sales staff should be 
coached in the proper presentation 
of various styles in order to en- 
courage the buying of more than 
one type. Every man and woman 
selling should possess a thorough 
knowledge of the entire Summer 
line and the purposes for which 
they have been designed. 

“Then the information must be 
put to work by telling it to cus- 


GOOD BYE 





tomers. Such a program cannot 
fail both to extend and to make 
more successful the Summer sea- 


son. 
ew te * 


MARTIN MARKOFF opens a new 
store in New London, Connecticut 
and Mrs. Markoff (formerly 
Jeanne Grey), writes: 

“The store is really the ‘talk of 
the town!” We opened on Saturday, 
May 24th, and men, women and 
children stopped at the window, 








looked in and came in to congratu- 
late us. We're loeated in the choice 
section of the upper part of State 
Street, in the old Mariner’s Bank 
Building. It’s comparable to West 
57th Street in New York. 

“The salon is the I. Miller type, 
with soft pink walls and royal blue 
carpeting. All of the chairs and 
sofas are upholstered in different 
colorings, and the champagne wood- 
work of the furniture is repeated in 
the small tables. Huge plate glass 
mirrors face each other on the 
walls, 

“We have decided against send- 
ing you a photograph of the win- 
dow, for the reason that a similar 
one appeared in your publication 
when J. & J. Slater had it—namely, 
the American flag, done in red, 
silver and royal blue bulbs. Our 


addition to the Slater window is 
huge paper maché eagles, with vivid 
red and royal blue taffeta drapery.” 

“The reason we are quoting her 
letter is that it proves the effective- 
ness of the Godfrey cycle—the 
theory developed by a scientist a 
number of years ago that an idea, 
put into a business paper, finds 
fertile use in other merchants’ 
minds and they in turn adapt, im- 
prove and make useful an idea 
which, in its revised form, may 
again appear on the printed page 
to continue the beneficent circle or 


cycle of idea-use—use-idea. 
* * oa 


THE tax collector is mass-minded. 
By the latest available statistics, in- 
serted in the tax hearings record by 
Assistant Treasury Secretary Sulli- 
van, 87 per cent of our national in- 
come is received by those who make 
$10,000 a year or less, 80 per cent 
by those who get $5,000 or less and 
over half (51 per cent) by those of 
$2,000 or less. In other words, 
“more people have got a dime than 
have got a dollar.” 

Or put it this way: If all in- 
comes of one million dollars and 
over were confiscated they would 


“2 





WHAT IS NATIONAL? 


—Some Lg “ so intent 
upon application of emotion- 
al appeals, which work so well in 
consumer advertising, that they 
overlook the vastly different ap- 
proach that should be used when 
addressing business-minded read- 
ers who are reading business 
magazines for information, not 
for diversion. 


—Others, quite properly respectful 
of the force of advertising to the 
millions, lose sight of the tre- 
mendous importance of talking 
shop to the thousands who buy 
and sell all that is consumed by 
those millions. 





—A well-known shoe merchant pays 
us this compliment: 


—"We consider Boot and Shoe 
Recorder just as much a National 
Magazine as any of the Con- 
sumer Magazines. If shoe selling 
isn't a National undertaking, 


what is? And Boot and Shoe 
Recorder is certainly a powerful 
influence in promoting this great 


national job of good shoe sell- 


aS © rae 


President 





run our government only three days 
at the conservatively forecast 20- 
billion spending rate; if all of 
$100,000 and over, 20 days; of 
$50,000 and more, 36 days; of 
$10,000 and up, 137 days. And all 
that leaves out state, city, county, 
school and all other local spending. 
Just federal—defense, relief, _pork- 
barrel, monuments and such. To 
raise enough public money you have 
to go where the money is. You 
have to go also into the middle and 
lower brackets. 


* a * 


H. N. LAPE, SR., Chairman of the 
Board of The Julian and Kokenge 
Co., Columbus, Ohio, announced 
recently the granting of a 5 per 
cent increase in wages for the ap- 
proximately one thousand employ- 
ees. This increase was made retro- 
active to May Ist. 


JOHN GUERNSEY, who has played 
a significant part in the three U. S. 
Censuses of Distribution, was prin- 
cipal speaker at the I. Miller & 
Sons convention; and said: 

“Get ready now to live through 
the next depression. Take full 
advantage of the present oppor- 
tunity to get your stores in first-class 
condition physically, with modern 
fixtures and floors and lighting and 
full equipment. Get it all paid for 
and off the books, within the next 
two years. 

“Then concentrate on getting out 
from under two things—debt, and 
bricks and mortar. Pay off mort- 
gages gradually during this breath- 
ing spell, refinance any bond issues 
and cumulative preferred stock with 


common stock. Don’t buy business 
property or idle land. If a lease 
expires renew it for a short period 
rather than for a long period. 
Stick to the program even if your 
partners disagree and you have to 
win them over, for disagreements 
over these vital policies are healthy. 
When two partners always agree— 
one is unnecessary! 

“The businesses that survive will 
be those free of fixed interest 
charges, operating in presentable 
premises that require no expensive , 
repairs or heavy amortization 
charges—who can sell if need be at 
a very small gross margin during the 
worst years. 

“They will survive, and will have 
the opportunity then to buy, or 
obtain long-term leases on, their 
choice of fancy store buildings in 
A-1 locations that today would be 
perilous extravagance.” 


THANKSGIVING Day goes back 
to its traditional dating, the last 
Thursday in November, in 1942— 
so President Roosevelt announced. 
Which just goes to show that you 
can’t mix sentiment and trade, or 
at least you can’t make a change in 
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sentiment and fasten a retail trade 
tag to it. 

President Roosevelt said frankly 
that the expected boon to retail 
trade envisaged in 1939 when he 
changed Thanksgiving to the next 








to the last Thursday in November 
had not materialized. He asserted 
that he had changed the date at the 
request of the retailers, who thought 
their sales would increase if there 
were a longer period between 


Thanksgiving and Christmas. 
* * * 


“ALL types of Summer shoes are 
moving along at an even pace, with 
no one color or pattern being out- 
standing,” finds Frank Crapo, men’s 
shoe buyer for the Desmond stores 
in Los Angeles and Southern Cali- 
fornia. 

“Sports types started to really 
move well in April, with the tan 
and whites taking the lead and hold- 
ing it. A few two-tones have moved. 
Ventilated kinds are extra good. It 
seems too, we are selling quite a 
few regular weight brogues and 
moccasin types for sportswear. Rub- 
ber soles are just fair, with the 
brown and white and the moccasin 
patterns selling best. Casual types 
are surprisingly good in all colors 
and all patterns. The demand for 
these shoes is definitely on the in- 
crease. Then there has been quite 
a spurt on woven shoes with us. 
These shoes were pioneered by us, 
so perhaps that is why our custom- 
ers are sticking to them in our own 
stores, when other stores feel they 


are dead.” 
= 7 * 


G. F. MORALES, buyer for the 
women’s shoe department of Levy’s, 
Tucson, Ariz., says: 

“Many shoe men are making a 
mistake these days in not seeing to 
it that their customers feel perfectly 
at liberty to come in and try on 
shoes at any time. 

“This is one thing we've always 
religiously ,avoided—and I know 
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the policy has paid real dividends. 
We constantly urge our customers 
to come in and try on shoes anytime 
——just as often as they like. We 
stress the fact that the customer 
doesn’t have to buy—or even in- 
tend to buy—to be welcome in this 
department. And, believe me, we 
get a whole lot more business this 
way than we ever would by ‘push- 
ing the customer around’. The fact 
is that most women who come into 
a shoe store to look at merchandise 
do actually buy, providing they're 
made to feel at home.” 


a a * 
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POPULATION per square mile in 
the continental United States in- 
creased from 41.1 in 1930 to 44.2 
in 1940, the Bureau of the Census 
reported. The first ten states in the 
1940 census, ranked by the popula- 
tion per square mile, are: Rhode 
Island, 674.2; New Jersey, 553.1; 
Massachusetts, 545.9; Connecticut, 
348.9; New York, 281.2; Pennsyl- 
vania, 219.8; Maryland, 184.2; 
Ohio, 168.0; Illinois, 141.2; and 
Delaware, 134.7. This ranking was 
the same as in 1930, except for 
New Jersey and Massachusetts, the 
former capturing second ranking 
from the latter. Nevada achieved a 
population of one person per square 


mile for the first time in 1940. In 
1930 it was 0.8. 


C. W. VANCE of Vance Shoe Com- 

pany, Gadsden, Alabama, says: 
“We note in one of your edi- 

torials that it is felt that the retailer 


i 





can cushion the increase in cost by 
anticipating increased volume. This 
same thing might have been said 
about manufacturers for it is just 
about as reasonable for them as it 
would be for a retailer. 

“No doubt, a great many re- 
tailers will absorb quite a few in- 
creases of five, ten and fifteen cents 
per pair during the next season. 
However, it will be necessary for 
them to cover these losses on high 
style shoes. 

“We cannot see anything but a 
loss to a retailer who would over- 
stock on footwear. The fast-chang- 
ing of men, women and children 
today will no doubt cause them a 
great loss.” 


i 
| 
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“He'll do, Ergleson. Throw the sign away. He's just a scared kid, even as you and |, 
when we applied for our first job.” 
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THE MILITARY THEME HITS ITS STRIDE 


THIS is to be an all-American Summer and the mili- 
tary theme is likely to dominate many of the shoe 
windows and store promotions. It isn’t a new idea, but 
it lends itself to countless new treatments and will be 
especially in order for patriotic displays between now 
and the Fourth of July. 

Use red, white and blue with restraint as the deco- 
rative note for windows and in-store use, with special 
accent for Fourth of July promotions, repeating the 
slogan, “Shoes for This All-American Summer.” In the 
store a special Summer shoe booth using the three colors 
is surg to be helpful. Consider also that by changing 
the “balance of color” to give extra prominence to one 
or the other, a complete change in appearance can be 
secured. To accompany such decorations in the store 
use enlarged action photographs in Summery back- 
grounds, showing people doing things, and going places 
—those are the main reasons for the purchase of extra 
pairs in Summer—to go places and do things. Birch 
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“Slater’s Means American Shoe Fashion” said the dis- 
play card in this colorful Fifth Avenue window. Eagles 
on background panel added the patriotic note. 


bark or branches will make Summery frames and back- 
grounds for the pictures. And don’t forget that a small 
brick patio at the entrance, with a birch bench and 
chairs, and a couple of flowering plants will give a 
completely new and Summery appearance to the store. 
The national, and local calendar of events for these 
coming weeks provides many suggestions for tie-up pro- 
motions. Among the special “weeks” scheduled are 
Garden Week, Fishermen’s Week, Golf Week, Music 
Week, Tennis Week. Then we have Father’s Day and 
Fourth of July. Brides and graduates receive important 
attention. Camp and vacation features are important. 
In all your planning and presentation keep in mind 
the very important fact that women buy shoes for a 
purpose or for a costume—-COORDINATION COUNTS 


in showing and in selling. 
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First-off, we should give attention to the American 
trend, for promotion has followed in the footsteps of 
fashion. One store features “Americanisms in fashion— 
Americanisms in color for lips, cheeks and fingertips— 
cherry coke, hot dog, rosy future.” Boys’ middy suits 
become “U. S. N. Suits for young patriots.” Lead 


soldiers become “America’s miniature defense toys.” In 


IY SUMMER SHOK DISPLAYS ..... 


The spectacular display 
at the right attracted 
much 


34th Street, New York. 
Red, white and blue color 
scheme gave it eye-appeal. 


‘ 
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another store we saw “Star Spangled Collection of Pot- 
tery.” A home furnishings ad features three American 
periods—Colonial, Federal and Modern. In keeping 
with this definite and important trend we have sug- 
gested that the theme for these next ten weeks be “Shoes 
for This All-American Summer.” It is suitable for both 
the American and Pan-American promotion ideas. 


“Shoes for This All-American Summer" Sug- 
gested as ‘a Theme for Window and Store Pro- 
motions during the Ten Selling Weeks of the 
Vacation Season—How Shoe and Department 
Stores Are Using the Patriotic Note to Create 
Colorful and Spectacular Window Display 


Treatments, in Tune with the Public's Mood. 


Left: “British Walkers” line of women’s shoes was 
featured in this Bonwit Teller (New York) window 
emphasizing patriotic theme. 
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The Editor's. 


Outlook 


THE ARMY 
FIGHTS ON ITS FEET 


Photo on opposite page— 
Story on page 47 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


One Finger in the Dyke 


“THIS time it was going to be different”—sez you! 
But it’s always the same! Everybody rarin’ and buying 
-~as though there were no machines left to grind out 
hundreds of millions of pairs of shoes when needed. 
When manufacturers report that business is “too good,” 
that’s a sign that somebody is inventory-crazy—because 
sustained business at retail isn’t that good—right across 
the board. 

Orderly organizations are limiting dealers’ Fall orders 
to quotas of approximately last year’s purchases. Speak- 
ing about last year—look back in your files and see what 
pessimism was spread around only twelve months ago. 
What a change! 

Sure, there’s a tremendous temptation to go on a 
buying spree. There’s a double temptation for manu- 
facturers to stock up on everything. Some have even 
bought warehouse space to store the stuff. No wonder 
there are large shortages, made by speculative anticipa- 
tion. It may be the thing to do, for all we know, but it 
ain’t natural. Look out for the unexpected in this mad, 
mad world. 

It’s all right to “get while the getting is good,” but 
there is a cautionary side to all situations like the pres- 
ent. Supply sources that are operated by strong business 
men have already told their regular customers: “Proceed 
as usual. We will take care of you to the best of our 
ability and we will take care of you FIRST. You have 
a reputation and good-will with us that we want to hold 
long after the extraordinary emergency. It’s the guys 
who played ‘in and out’ with us; who rode us hard; 
who quibbled and returned and“ Wito made business the 
last ten years a-nightmare—who are getting the short 
end of the stick.” 

There is such a thing as economic justice. It’s one 
of those pleasant things that comes to balance the scales 
in times like these. Many a merchant and many a manu- 
facturer is safeguarded on shoes and supplies because 
of his past good performance. 

Piling up goods for excess-profits is a method of tak- 
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ing for granted that distribution will continue high and 
higher. So it is time for a caution because there are 
headaches ahead. The speculative cycle is always fol- 
lowed by the sharp medicine of actual values. 

It’s the big boys who are doing the big plunging and 
it isn’t for the good of all that it should continue. The 
first check has been put on runaway markets. The 
Office of Price Administration in Civilian Supply, on 
May 28, stated: “The ceiling on hide prices will be fixed 
on the basis of 15c for hides of light native cows, July 
take-off. This price is slightly under the top prices 
which have prevailed recently.” 

O.P.A.C.S, officials further stated: “It should result 
in substantial savings to purchasers of shoes.” Quote 
again: “No real shortage of hides has been found to 
exist by O.P.A.C.S. Any unreasonable accumulation of 
hides might be subject to requisition by the government 
in the event a shortage develops.” Once again we say— 
there are forces at work to hold shoe prices in check. 

The shoe industry has been eminently fair in its 
pricing to the consumer. It has kept faith with govern- 
ment and with the public. ‘ 

It is, however, showing a form of greed for inventory 
that is contagious in its effect on buying anything and 
everything. 

We don’t like price-fixing on so limited an item as 
“hides of light native cows.” Its implication to the pub- 
lic is that somebody in Washington has stuck his finger 
in the dyke—plugging shoe prices as well. Anyone in 
the shoe business knows that there are not enough 
fingers in Washington to plug up all the holes which 
follow the “one plug of cowhides at 15c.” Why, you'll 
have to go all the way down the line to fixing boat 
freight rates. between the Argentine and the United 
States to hold leather prices. And a large part of this 
merchandise madness is caused by “It’s the same cold 
game, only the calendar is changed.” There are a whole 
lot of people who want to get theirs while the getting 
is good—and it don’t look the “McCoy.” 
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WHEN A SHOE MERCHANT MASTERS THE FUNDAMENTALS 

OF HOW TO PLAN A BASIC STOCK AND KEEP HIS INVEN- 

TORY IN ORDER, HE HAS TAKEN AN IMPORTANT FIRST 
‘3+ * "STEP ON THE ROAD TO SUCCESS. 


ED FREEMAN inserted the key in the door of his 
shoe-store. As always he felt a tingle of pride. It 
was his business to build or lose. And every morning 
as he went through the ritual of dusting, re-arranging 
shoes in the window or changing case displays, he re- 
affirmed to himself his determination to make good in 
Mytown. The townspeople had been kindly, and his 
neighbors had shown their faith in him by taking him 


ED SAID: “Ill have 
to be careful not to 
get overstocked.” 


by THOMAS N. YOUNG 


into the Round Table Club. The least he could do was 
te learn to be a good merchant and serve the com- 
munity well, he thought. 

This morning as he was changing the window he 
decided to put in another pair to give it a nice layout. 
But when he went to get the shoes he had decided on, 
he was shocked to discover the size he wanted was 
missing. That was a pattern he shouldn’t be out of, 
sither; it was a classic. 

Taking pad and pencil, he went over the stock care- 
fully noting items which would have to be re-ordered. 
Jack Perkins, the elderly clerk Ed had hired after his 
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TAKING PAD AND PENCIL, he went over the stock care- 
fully, noting items which would have to be re-ordered. 


competitor, Hughson, had let him go, came stepping 
spryly. “Boy, it sure feels good to get into harness 
again,” he chortled. “I see you're filling out your 
order. I was going to speak to you this morning about 
it. We'll have to ask the factory to rush some of that. 
We need them pretty badly.” 

“That stock of children’s shoes ought to be here 
now,” Ed said, chewing the end of his pencil. “I'll 
have to be careful not to get overstocked.” 

“There’s no danger of that, conservative as you are,” 
joked Jack. “But you’ve got most of Hughson’s busi- 
ness away from him and you will have to have the 
shoes to keep on selling, won’t you?” 

“I get nervous prostration every time I try to work 
out one of these order sheets,” Ed said, thinking how 
hard it was to hold business after you got it. What 
would he do after the novelty of his shop wore off? 
Would the townspeople go back to Hughson? 

“That salesman at the Simpson Company’s factory 
_was very helpful. [I’ve notes on what he figured out 
for me. That should make it simple and, of course, it 
does help some.” ; 

“How much business did he figure you'd do a year?” 
Jack asked. 

Ed consulted his notes. “He said that since the town 
had fous thousand population and the farmers came in 
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twice a week that I could conservatively count on six 
thousand total drawing population of Mytown. He put 
three people to a family, which looks pretty skimpy for 
what I’ve seen so far.” 

“Yes, but it averages out all right,” Jack nodded. 

“Suppose these three people buy their shoes accord- 
ing to Hoyle, we'll sell the man a pair of shoes twice a 
year—that’s four thousand pairs of men’s shoes. Sup- 
pose also that you sell three pairs a year to the farmer’s 
wife and perhaps four pairs of shoes to the banker’s 
wife—that'll average seven thousand pairs of women’s 
shoes. Two and a half pairs of shoes each year can 
be sold to the child in the family, or six thousand pairs 
of children’s shoes.” 

“That’s supposing you sold everybody in town all 
their shoes.” 

“Yes, he made allowonces for Hughson’s business. 
But he put down four thousand shoes for me to sell 
after he’d made his adjustments. It'll sure keep me 
humping to get that quota. So far we're doing all 
right. But I’m going to count on you to keep me in 
the groove of the town’s preferences on shoes.” 

Just then the door swung open and a stout man 
entered, case in hand. “Well, look who’s here. Jack, 
this is Mr. Jenkins from the factory. This is Mr. 

[TURN TO PAGE 42, PLEASE] 
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At the speakers’ table at the 
Monday luncheon are, standing, 
left to right: Carol Wills, pres- 
ident of the California Shoe 
Retailers’ Association; Wm. J. 
Ahern, convention manager, 
and Leopold Oppenheimer, 
president of the San Francisco 
Shoe Retailers and with Som- 
mer & Kaufmann Co. Seated, 
left to right: Herbert Sommer, 
chairman of the day; Eugene 
Raggett, of the Chamber of 
Commerce; Russell Werner; 
William Solar, The Compo 
Co.; Wm. R. Ahern, associa- 
tion secretary; Coy Ball, The 
White House, and Joseph Mel- 
lott, of the City of Paris. 


CALIFORNIANS 
DISCUSS 


JN opening the twenty-third annual convention of 
the California Shoe Retailers’ Association at San 
Francisco, President Carol Wills called for active 
cooperation of all shoe men to meet the changing 
conditions due to an expanding national defense 
program. All meetings were well attended by rep- 
resentative retailers from all over the Pacific Coast 
states. 

A bright spot in the entertainment part of the 
program was a cocktail party given to the associa- 
tion members and manufacturers’ representatives 
by the Compo Shoe Machinery Company, with 
William Solar acting the part of the perfect host. 

[TURN TO PAGE 39, PLEASE] 


In the Jarman sample room three retailers look over the 

Gold Shoe to be featured in the coming Jarman adver- 

tising campaign. Left to right: Lloyd E. Baird of Fresno, 

Neil White Co., holding the gold shoe; Wiil S. Allen of 

Porterville with the small gold replica and Harry C. 

Locey, Visalia, with the regular shoe over which the 
golden shoe was made. 


A few of the ladies at the convention, left to right: Mrs. 
Carolyn Kaufmann, representing Casuals, Inc.; Mrs. Alice 
Peterson, retailer, Santa Ana; Mrs. H. R. Terhune, Los 
Angeles; Mrs. Selma Lavenson Schwartz, president, 
Lavenson’s, Sacramento, Miss Phyliss Gird, Ropeez Soles. 
and Mrs. A. H. Wies, Los Angeles, Hill & Dale Shoes. 
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At the Tuesday morning round 
table discussion. Standing, left 
to right: J. Kaufmann, San 
Francisco; Neil G. Vos, Mal- 
com Brock Co., Bakersfield; A. 
L. Rodder, Fresno; Arthur Si- 
mas, Santa Maria; J. W. Rains, 
Ventura; Harry R. Terhune, 
Boot and Shoe Recorder, Los 
Angeles; J. O. Ahern, and Wm. 
J. Ahern, Coast Shoe Reporter, 
San Francisco; H. S. Carlston, 


ville; Paul Ingman, Riverside; 
B. W. Berthoff, Billings, Mont., 
and Phil M. Mariland, Albert’s, 

i if. Seated: W. 


San Francisco; L. W. Kenealy, 

Berkeley; Betty Ware, Betty Ware Shoppe, Berkeley; Carol 
Wills, San Francisco and Oakland; Russell Werner, San 
Francisco; Charles Kushins, Oakland; Adolph Kaufmann, 
San Francisco; Mrs. Alice N. Peterson, Santa Ana; H. A. 
Ballentine, Hanan and Son, San Francisco; Floyd E. Baird, 
Neil White & Co., Fresno; Arthur E. Weston, Charles 
Kushins Co., Oakland, and William J. Ahern, secretary. 


RETAIL 
PROBLEMS 


EFFECTS OF DEFENSE EMERGENCY 
FORM TOPICS FOR SPEAKERS AT 


CONVENTION IN SAN FRANCISCO. 


A group of shoe buyers in one of the sample rooms. 
Real size sheets in those samples. Left to right, rear 
row: R. L. Hornbrook, Eureka; James Spain, Pasa- 
dena, San Bernardino and San Diego; Marvin M. 
Burton, Redding, Chico and Oroville. Front row, 
kneeling, left to right: O. C. Linn, Lingren Shoes, 

; Don Comfort, Harris Co., San Bernardino: 
W. O. McCracken, Weatherby-Kayser, Los Angeles, 
and George Schwab, Westwood Village, Los Angeles. 


Over fifty years ago Chester Herold’s father had a 
pair of size 27 men’s boots made for a customer. 
They were real hand-made boots with good hob nails 
in the soles and heels. This customer found them 
to be too small so the store kept the boots as a 
museum piece ever since. San Jose history relates 
the sister of this man had feet fully as large as her 
brother’s. Chester Herold is showing the shoes and 
the original lasts to one of the pretty shoe models. 
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SUMMER In WHITE... 


Play Up Whites as the Perfect Shoes for Summer. Feature 
Them in Ads, in Windows, in Store Displays. Set Up White 
Shoe Booths and Sell More Whites This Year. 


“SUMMER is WHITE ahead of you,” headlines 
Washer Brothers, Fort Worth, and that seems to be the 
story of the recent ads—for ads from many places play 
up white. White definitely takes first place in promo- 
tions. In the first phase, spectators were the outstanding 
ad story. Now whites in every style take the lead. Color- 
ful play shoes are evidently being held for the spotlight 
after whites. Dark colors in “city shoes” get some atten- 
tion. Wheat is noticed here and there. But by far the 
biggest percentage of recent advertising stresses WHITE. 

Which, of course, indicates keen promotional judg- 
ment; concentrating on whites first, followed by color 
later in play shoes should definitely increase sales of 
both. 

Sanger Bros., Dallas, say: “America’s suddenly dis- 
played a quickened interest in its perennial Summer 
classic . . .” and merchants are evidently putting their 
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white foot forward. A good thing to watch everywhere 
as the sun travels northward. 

Speaking of white, Julius Garfinkle & Co., Washing- 
ton, say: “Gleaming white for a bandbox look, in shoes 
styled for fashion and comfort.” Marott’s, Indianapolis, 
“They'll look crisp, clean-cut wherever you go.” Was- 
son’s of the same city features “shoes for dating, spec- 
tating, casual wear, all in shining white—all in a merry 
mood for all these Summer doings.” Kline’s, St. Louis, 
calis theirs “heart stealing little casuals that fit into 
almost every Summer activity.” 

Of spectators, O’Connor and Goldberg, Chicago, says, 
“Here are the approved spectator styles for your many 
Summer activities. Correctly tailored . . . smart, suave, 
sophisticated . . . with fitting qualities that will make 
walking a genuine pleasure.” Nordstrom’s, Seattle, calls 
them “spectators—to give your feet that thoroughbred 
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On these two pages are ads featuring white 
shoes from stores all over the country. You'll 
find suggestions in them for your own use. 
And you'll find more suggestions for white 
shoe promotion in the text of this article. 


look. As thoroughly American as the Yankees or Stephen 
Foster's music.” Marshall Field, Chicago, calls linens 
“your Summer allies . . . form a smart alliance with 
practically everything in your wardrobe.” Thayer-Mc- 
Neil, Boston, features “natural linen and tan calf—with 
your gayest prints—with shantungs and such. ... New 
for now, and a joy when the thermometer soars.” 

Good suggestion also in this quote from Marshall 
Field, “Find your sole-mates for Summer in Leisure 
Square’s gay collection. . . . Go in for giddy cork soles 
when you clog about the beach . . . pair mere-nothing 
sandals with your play dress . . . take the rodeo-striped 
play shoes to set off your leisure slacks. In Leisure 
Square’s new collection you'll find the maddest, merriest 
play shoes in town.” While, Guarantee, San Antonio, 
offers “play shoes for a season of rollicking fun! . . . 
Here, there, everywhere—sprightly play shoes in bril- 
liant colors gallop through happy play days. . . .” White 
shoe briefs: Gay, refreshing beauty . . . for crisp 
charm, for cool appeal . . . crisp, stark white . . . flower- 
fresh as lily-of-the-valley . . . sunlit white for Summer 
. . . light as a puff of cloud . . . airy-cool sparkling 
white footwear. . . . 

This sheuld be a good white season for the merchant 
that appreciates the opportunities—who plans a Sum- 
mer-long promotion program for whites—who has 
whites when his customers want whites—who doesn’t 
close his white season somewhere between May 30 and 
June 15, before the Summer gets well under way in 
many localities. We know that statement sounds some- 
what ridiculous, but we base it on personal experience. 
A customer who (on advice) bought whites early in 
April in New York last year, could not get additional 
white shoes in size 5B in mid-June. And he had to place 
an order and wait two weeks to get a pair of brown and 
whites at another store considered pretty keen from a 
merchandising angle. 

Feb 2, Stern’s (New York) advertised, “Winter isn’t 
half over yet, no matter what the calendar says,” 
just when many stores were bursting out with Spring, 
gentle Spring, and getting frostbitten. Continuing, they 
say, “There’s been a retail mania in the last decade for 
being out of Winter goods just when YOU want them—.” 
We don’t think women (or men) would expect their 
favorite stores to carry a complete size range of danger- 
ous novelties clear to the tail-end of the season, but they 
are justified in expecting to find sizes in plainer, in- 
stock whites when they want them. How often our keen- 
est merchandising authorities, in speeches, and private 
conversation, have emphasized the tendency to drop good 
sellers before they have had their natural run! 

’ [TURN TO PAGE 31, PLEASE] 
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THE Justice Department has opened its 
big guns against fixing retail prices un- 
der the guise of compliance with state 
fair trade laws. As a primer, a Federal 
grand jury has returned an indictment 
against eight retail and wholesale groc- 
ery concerns in Connecticut, but the De- 
partment will go beyond the food field 
in carrying out threats made several 
months ago to c:ack down on violators. 

Investigators found that, while Con- 
gress in passing the Miller-Tydings law 
forbade competitors to get together to fix 
resale prices, extending its sanction to 
vertical but not horizontal price .fixing, 
“horizontal collusion in violation of the 
law has been an indispensable part of 
the movement for resale price mainte- 
nance.” 

Announcing details of the grand jury 
proceedings, officials played up the patri- 
otic angle, observing that unnecssary 
price increases created under the guise 
of fair trade laws run directly counter to 
defense efforts to hold prices to a mini- 
mum. At the same time they warned 
against interpreting the action as an at- 
tack upon any particular state law or on 
activities designed merely to comply with 
the act. Rather, they insisted, the steps 
are aimed at unauthorized activities such 
as horizontal price fixing. 

* * * 


BorDERLINE retailers who have been 
bedeviled by the Fair Labor Standards 
Act may find solace in a recent decision 
by a Federal District Court in Texas. 
Located in Texas, but doing 10 to 25 per 
cent of its business in Arkansas, a Tex- 
arkana retail ice dealer was held by 
the court to be outside the scope of the 
Wage-Hour Law. 

Said the court: 


24 


“We do not think that this comes 
within the purview of the interstate com- 
merce contemplated by the Constitution 
of the United States. To do so would 
make every retail dealer in every border- 
line town subject to the national rules 
governing interstate commerce, which 


was manifestly not the pu pose of the 
Constitution or the intent of any statu- 
tory enactment upen such subject.” 

r— 


: 
“ 
* * * 


THE Quartermaster Corps, War De- 
partment, has awarded a $194.14 con- 
tract to the J. & A. Shoe Co., Inc., 
Haverhill, Mass., for 893 first aid packet 
pouches. 

The Quarte master Corps also award- 
ed a $528.90 contract to the Mishawaka 


Rubber & Woolen Mfg. Co., Mishawaka, 


Ind., for 129 pairs of shoe pacs. 


* * 


HIDES for the making of leather for 
shoes have been on the Army strategic list 
for years. But, according to George S. 
Brady, Chief of the OPACS Substitute 
and Secondary Materials Section, Price 
Division, “we have been going one step 
further when we have been insisting 
upon supplies of cod oil for softening 
the leather and ca:nauba wax for finish- 
ing it. 





Adviser to OPM 


HAROLD FLORSHEIM 


Harold Florsheim, of the Florsheim 
Shoe Company, is now spending most of 
his time in Washington, D. C. He has 
been called in an official capacity io 
serve as special adviser on shoes in 
the Division of Purchases of the Office 
of Production Management. Mr. Flor- 
sheim comes to this office with a long 
background of experience in the shoe 
business, having been vice-president and 
secretary of the firm since 1922 and 
having been associated with the com- 
pany since graduating from Cornell 
University. Outside of the shoe trade 
he has become well known for his Aire- 
dale Kennels. which are among the out- 
standing in the country. His home is 
in Highland Park, Ill., where he lives 
with his wife and three children. 


Carnauba is the Brazilian wax palm 
or the wax frem its leaves. Mr. Brady 
said that today he knows of no less 
than ten laboratories that are work- 
ing on improvements of carnauba substi- 
tutes, and several substitutes are being 
offered at one-third the price of carnauba. 

He estimated that “we can now make 
satisfacto-y substitutes for at least 25 
per cent of our requirements in car- 
nauba wax, and that at the present rate 
of progress the carnauba wax industry 
is on the way to receive a blow from 
which it will never recover.” 

Mr. Brady made these remarks in con- 
nection with a recent address at Chicago, 
before the National Association of Pur- 
chasing Agents. 

* * 

THE recently publicized “working ar- 
rangement” between the Justice Depart- 
ment and the Office of Price Administra- 
tion and Civilian Supply has all the ear- 
marks of giving Price Administrator 
Henderson an effective club to enforce 
existing and future price fixing schedules. 
Actually, however, the arrangement gives 
Mr. Henderson a finger in Justice De- 
partment enforcement machinery only in 
“appropriate” cases. 

Close examination of the letter written 
by Attorney General Robert H. Jackson 
cutlining the plan discloses that “appro- 
priate” cases do not extend beyond in- 
voking Justice Department enforcement 
machinery in instances where OPACS 
can certify that price rises allegedly have 
been brought about by anti-trust viola- 
tions. In the absence of price fixing 
legislation, which momentariiy appears 
to have been put on ice, Mr. Henderson’s 
club is largely confined to whipping up 
public opinion. 

* * * 

D oNALD M. NELSON, Director of Pur- 
chases, O.P.M. says, the price the Gov- 
ernment pays for the things it buys will 
in many instances determine the price 
the consumer pays. If the Government 
pays more than it needs to, the consumer 
presently will pay more than he needs to. 
Poorly handled Government buying, in 
other words, could very easily start a 
general price spiral whose effects would 
be disastrous. Remember this; prices 
don’t rise—they are raised. They are 
raised by people who have reason to be- 
lieve that the buyer will stand an in- 
crease. If in this defense program the 
Government should follow the line of 
least resistance and pay any price at 
all, just so that it got its orders placed 
promptly, the men who produce and sell 
things would very naturally conclude 
that some increases were in order. Our 
cost of living would then start to go up 
through the ceiling; the higher it went, 
the greater would be the incentive on 
every purchaser to disregard price and 
buy quickly—-which, of course, would 
immediately drive prices still higher. 
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You record keeping doesn’t have to be a 
problem any longer! Here is the brand-new Class 
200 National Cash Register, especially built to 
provide retail businesses with a complete, simpli- 
fied record-keeping system at a low price. 


A new and revolutionary device, “Columnar 
Printing,” enables you to print amounts into 8 
separate columns on the wide, detailed audit strip, 
thus separating your transaction records by de- 
partments or other classifications. 


At the end of the day the amounts listed in 
each column can be added quickly, for this cash 
register can be used also as a speedy adding 
machine. The totals of each classification can 
then be easily posted to the special record books 
which are a part of each system. 


This is the easy-to-keep system of record 
keeping you have been waiting for! Of course, 
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you'll want to see what it’s like, so we’ve prepared 
some sample forms which we're ready to send 
you free. Just fill out the coupon below and 
mail it in today. 


The National Cash Register Company 


DAYTON, OHIO 





TREAT vour castomer 


ae You Treat Your WUBD I 


Compiled by G. B. Spraley, Shoe Buyer for G. B. Spraley, Stewart Dry 
Goods Co., Inc., Louisville, Ky., for His Salesmen, and Published by Special 
Permission 


TRYING ON THE SHOES 


ALWAYS show your customer a pair of shoes, place 
the mate to the one you are going to try on in her 
hand that she may examine it for workmanship, style 
and material, while you are trying on the other shoe. 
Bring her attention to the shoe she is holding, mention 
its special style features, its uniqueness of trim, its dis- 
tinctiveness of pattern. 

Impress your customer, if you can, with the fact it 
is a new arrival, one of your latest styles, a model that 
is being well accepted by women who know what is 
smart. 

Bring to her attention how well it fits her foot, how 
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the fitting features of the last hug the heel, eliminating 
slipping, and the wearing out of her silk hose, how the 
shank lines conform to her arch, the tread room at the 
ball of the foot, the flattering effect it gives the foot 
because of these fitting features. 

Have her step in it to your fitting mirror; let her see 
for herself the pretty lines of this smart shoe. When 
she returns to her seat, observe closely her expressions, 
listen carefully for any comment she may make. If 
favorable your sale is practically made. If unfavorable 
do not become discouraged; show her another style or 
combination in a type that may interest her. 

Watch for any interest she may show in a style as 

[TURN TO PAGE 33, PLEASE] 
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Rock Maple Last Blocks from carefully 
selected quarter-sawed logs are thor- 
oughly seasoned for more than two 
years in sheds, kilns and bins. 


Here the last block is shaped. The block 
revolves at a moderate rate while high- 
speed cutters accurately duplicate the 
intricate contours of the master model. 


After the turning operation the last sur- 
face is rough with heel and toe unfin- 
ished. It then goes to skilled craftsmen 
who trim, sand, polish and check all 
dimensions with minute exactness. 


There are two all-important factors in last making — 
STYLE and FIT. The precision with which our lasts are 
graded has earned for us the reputation of making 
the best-fitting lasts in all sizes and widths ever pro- 


duced in the history of the industry. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


June 7, 1941 





OTHER PEOPLE’S 


The Public Loves a Bargain 


A Chicago merchant tells us that he 
recently advertised some $5.95 shoes on 
sale at $3.89 and the response was not 
so good. “I tried an experiment and 
advertised these shoes again a week 
later, but instead of advertising them 
at $3.89, I wrote the ad this way: 

“We have some remarkable buys in 
Spring shoes at $5.95, in fact to get 
rid of this new but end-of-season stock 
with every pair you buy for $6 you may 
purchase another pair at $2. 

“This happened to be a beautiful 
Saturday, but we sold 128 pairs of 
odds-and-ends that day and we actually 
had to turn people away from the 
door.” 

* * ~ 
Summer Bag Display 

Here’s a bag display stand that we 
saw in a Fordam Road, New York, shoe 
store recently that might be of use to 
retailers interested in doing a concen- 
trated merchandising job on white and 
novelty bags for Summer. 

In general, we might say that the 
stand was about eight feet long, by 
four feet deep, by six feet high, painted 
pale green and placed just inside the 
entrance of the store in a position to 
be seen by every customer entering and 
leaving the store. To be specific, we 
might say that the top half of the stand 
was stepped back in a series of five 
display shelves similar to a magazine 
rack used in statione-y stores. Each 
shelf about four inches deep and each 
shelf displaying about eight white bags 
—each bag in a céllophane container to 
keep it clean and free from finger- 
prints and dust. 
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IDEAS 


by JOHN F. W. ANDERSON 








They're made in CALIFORNIA 
—by skilled Mexicans, 

—over one of the best fitting 
lasts in the Shoe World! 


The uppers are NOT made 

as a separate unit—and then 
fastened to the soles 
(thereby subject to “collapse” 
and “parting"}—The UPPERS are 
WOVEN from ONE LONG 
THONG (sounds like a Chinese 
name) of leather that goes 
through and through the inner sole 
in the process of braiding— 
thus getting secure anchorage! 
They're grand to put under you— 
without putting out a whole lot! 


5.85 


Brown . . . Natural . . . Antique. 
Crepe or Leather Soles. 


6.85 


Naturai Antique, Leather 
Soles . . . De Luxe. 


L. STRAUSS & O0., mc. THE MAN'S STORE 








Encouraging a Pan-American 
interest. 


Have You Moved Recently? 


You may put huge signs in your win- 
dows, send announcements through the 
mails, mention it in your advertise- 
ments, but weeks and months after you 
move your store customers will still 
look for you at your old address. If 
the old store hasn’t been rented again 
you may be able to leave an announce- 
ment of change of address in the win- 
dow. Otherwise, why not a sandwich- 
man to parade up and down in front 
of your old store for some time carrying 
a sign telling of your new address and 
special bargains. Don’t forget, some 
customers who don’t find you at your 
old address will think that you have 
gone out of business. 

* * * 


Black and White 


This is the story of a Summer win- 
dow display that catches the eye be- 
cause of the contrast of white on black. 
Diamonds show up to advantage on 
black velvet so why shouldn’t shoes? As 
for example, white shoes displayed 
against a completely black background 
and floor covering with white or glass 
display stands and fixtures and a white 
vase filled with real or artificial white 
flowers. 

* * * 


Circular Play Shoe Display 


A display fixture, similar to the cir- 
cular top of a rattan table used on 
sun porches, was effectively used re- 
cently in one of the Summer Street 
windows of William Filene’s Sons Co., 
Boston, to display casual and play 
shoes of white leather and colored fab- 
rics. The fixture, about five feet in 
diameter, was set on edge in front of 
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;OF THE WEEK. 





IDEA 


O. P. Ideator—*“Although it is more or less usual 
for the lower-priced shoe department to take promo- 
tional steps to bring in ‘quality buyers,’ I believe that 
it is rare for the higher-priced shoe department to 
make a bid for the low-price work shoe business. But 
I hear that a novel ‘detective’ job has done just that 
for your men’s shoe departments.” 


Buyer W. Jackson—“For several years we have 
specialized in men’s shoes in the $6 to $12.75 range 
in our second floor department, but we thought that 
doing a complete selling job means selling the work 
shoe and shoes for special jobs—police, factory 
workers, bakers, filling stations, etc. We feel that 
by selling these types of footwear we can build val- 
uable goodwill as well as acquainting these specialized 
buyers with the 300 styles of dress shoes that we 
carry.” 


O. P. Ideator—Your reasoning is very sound, but 
how do you go about it?” 


Buyer Jackson—‘First, we started a bit of ‘detec- 
tive’ work to uncover our potential market. Assistant 
buyer McEwen was nominated for the job, first put- 
ting several weeks into studying literature on occu- 
pational footwear, then putting his study to actual 


WHAT DO YOUR CUSTOMERS WANT? 


(Famous Barr Co., St. Louis) 


test by fitting customers we had already interested 
in this footwear. After this preparation, we put the 
whole program on an extremely practical basis by 
going directly to the potential buyer for information. 
Mr. McEwen spent about six hours a day calling on 
garage men, factory workers, policemen, etc., asking 
each man interviewed what he considered essential in 
his work shoes, in particular, such points as skid- 
proof soles, water resistant uppers, safety toes, guards, 
etc. All this information was placed on a chart to 
show what our customers wanted. This interviewing 
alsp gave us a valuable list of prospects. McEwen 
also left his cards with each man and suggested that 
he visit the store.” 


O. P. Ideator—‘“1 can see that this information 
would be invaluable in ordering your shoes.” 


Mr. Jackson—“It served as the basis for setting up 
our specialized service in occupational footwear. 
Every shee sold now has been ‘okayed’ by at least 
ten persons. 

“And selling work shoes along side of more expen- 
sive street shoes has brought up many more sales of 
street shoes from persons who might never have en- 
tered the department. It really works!” 


the window at an angle of about 45 
degrees from the vertical. Scattered 
about the “table top” were single shoes 
of many styles, held in position by 
loops of almost invisible wire around 
the heels of the shoes. Also arranged 
on the surface of the stand were sprays 
of artificial lilacs. The background of 
the window was also covered with 
larger sprays of lilacs. 


in the men’s section between the shoe 
and clothing departments. 

Shoes of this type have a good sale 
every day of the year in Southern Cali- 
fornia but the biggest sale of casuals 
comes between April and October with 
strong rises during the holiday seasons. 

These “In and Outers” are one of 
the strong features of Robinson’s shoe 
department and are of considerable im- 
portance in stimulating business. The 


department has found that men will 
come in for street and active sports 
shoes and then will buy a pair of cas- 
uals after they have been sold on their 
novelty and comfort features. 

Manager Reynolds has found that 
“In and Outers” are a wonderful me- 
dium to get a man consciously think- 
ing about his shoe wardrobe. He starts 
buying more and more pairs as he be- 
comes conscious of color and comfort 
in the casual types. 


This is a type of fixture that can be 
used for many purposes. In fact, a few 
days later it turned up as a vertical 
background in another window and a 
week later it was used effectively in a 
display of men’s shoes in the bargain 


basement. 
* * * 


This Salesman Collects No 
Salary! 

“In and Outers” is the name they 
have given to casual shoes in the men’s 
shoe department at J. W. Robinson 
Co., smart Los Angeles department 
store. 

And according to Manager Roy Rey- 
nolds, one of the best salesmen that 
the store has is a permanent life size 
model of a man wearing casual clothes 
surrounded by 28 different models of 
seasonable “In and Outers.” 


This display is on the main aisle Silent salesman at J. W. Robinson’s, Los Angeles. 
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Left to right: Charles Siegenthaler, elder son of H. T. 

Siegenthaler, center, and Thomas A. Siegenthaler, younger 

son, who last year celebrated the 40th anniversary of the 

senior Siegenthaler’s entry into the retail shoe business. 

Today Siegenthaler’s is the oldest shoe store in Mans- 
field, Ohio. 


SIEGENTHALER'S, LONG-ESTABLISHED SHOE STORE IN MANSFIELD, 
OHIO, IS A FATHER AND SON ENTERPRISE, HAVING MORE THAN 40 
YEARS OF SUCCESSFUL OPERATION TO ITS CREDIT. 


$ 1EGENTHALER’S in Mansfield, Ohio, is a flourish- 
ing shoe store and a father and son enterprise. It was 
started in 1912 when H. T. Siegenthaler opened a store 
of his own after having been a partner in a shoe store 
in Fremont, Ohio. 

The Siegenthaler store was enlarged in 1915 and 
again in 1920. Complete modernization took place in 
1936 when the firm moved into a new modern building 
on North Main Street. 
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In 1931 Charles P. Siegenthaler, Mr. Siegenthaler’s 
older son, joined the store. He had finished his educa- 
tion at University of Pennsylvania and Wooster College. 
He was followed two years later by his younger brother, 
Thomas A., who had attended Cornell University and 
Ohio State University. 

Boot AND SHOE RECORDER comes to Siegenthaler’s 
every week and is read by all of the staff. The store 
has been a subscriber to the Recorper for many years. 
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Summer in White 


[CONTINUED FROM PAGE 23] 


It would seem more profitable to have 
sizes in good sellers during the com- 
plete normal period of demand, and 
back it up with a well-organized week- 
by-week promotion program to continue 
active interest among your own cus- 
tomers as well as others who may be 
hunting for the whites their regular 
store does not have. Be sure your store 
reflects active interest in white shoes 
also. 

In the store why not set up a booth 
of bamboo, backed with straw matting 
and grass cloth, touched up with gay 
Chinese lacquer colors, and named “The 
Gay White Way?” In the style news 
we've evidence of Summer infiuences 
sweeping in from the Pacific, from 
China, from the South Seas, from 
Panama. Just as white will provide 
perfect accent for many of these exotic 
colors in costumes, so the bamboo and 
straw matting will provide the atmos- 
phere to set off both your white shoes 
and the colors that they “go with.” You 
might add a sub-head to the caption, 
reading, “To Summer Shoe Smartness.” 

To this set-up add color squares on 
which to set the white shoes, taking in 
all those bamboo and straw colors, 
citrus fruit shades, greens, sky blues, 
rose pinks, With squares of wall board 
and pastel water paints, it isn’t a dif- 
ficult job. As we have so often sug- 
gested, check what is being shown 
locally in apparel, and colors featured 
in the various magazines for women. 
For those color squares could be sub- 
stituted painted palm leaf fans. Not 
so durable, but perhaps more decorative. 

You can also use a setting to stress 
the materials of your white shoes. Try 
one stressing the “around the clock” 
idea. Also, “Whites are so smart with 
Summer prints and pastels,” possibly 
using some of those squares you made 
earlier for the “Gay White Way” booth. 
Don’t forget a spread of “Whites for 
brides and graduates.” How about tying 
in with the local Red Cross activities or 
other defense efforts where Summer 
comfort in white shoes will be so wel- 
come? 

Try a series of enlarged posed Sum- 
mer sports and play pictures with the 
carrying caption, “In every Summer pic- 
ture, WHITES.” It’s a very direct way 
to give coordination suggestions. An- 
other background might combine a 
warm, yellow sun with string “rays” 
in the various Summer apparel colors, 
and the card, “Whites take their place 
in the sun.” And “America steps out in 
white” makes a good display suggestion 
for_early season use. “Around the clock 
in white,” not so new but definitely an 
opportunity to show whites for every 
occasion, in effective groupings. 

Showing them separately and dram- 
atizing the importance and place of 
each in the Summer wardrobe will help 
more in selling both white and colored 
shoes than the ordinary mixed display 
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so frequently seen. It takes more work, 
but it is worth the extra effort. 

Last year Lord and Taylor (New 
York) did a whole series of white win- 
dows. Caption read: 

In Summer you wear white 

—brilliant against green fairway 
(green accent) 

—faultless from morn till night (brown 
accent) 

—fresh, clean-cut for play (blue accent) 

—startling with your dusky tan (red 
accent) 

—glistening, perfect for every sport 
(green accent). 

Which suggests the idea of doing a 

“White and White-with-color” series of 

groups showing the different accents 

that can be used with the principal 

Summer colors. 

And here are some ideaful headings 
Dazzling white on Summery feet. 
Whites—soothing and cooling, and oh! 

so smart. 

Cool white shoes for refreshing foot 
comfort this Summer. 

White—the smartest accent for colored 
frocks. 

White****—four starred by the fashion 
scouts. 

Face Summer joyously—in cool, com- 
fortable white. 

Cool, crisp, snowy white. 

It’s a white Summer. 


‘White is fashion’s trump card for Sum- 


mer. 


Enlarges Children’s 
Department 


Fort WayYNE, IND.—The Patterson- 
Fletcher Co., here, is enlarging its 
children’s shoe shop into double its pre- 
vious size. In an advertisement, the 
company stated: 

“A year ago we almost felt like hav- 
ing a shoe customer ‘photographed’ 
when one came to our third floor . 
they were just about that scarce. That’s 
a serious admission, but we regret to 
say that it is almost a fact. But dur- 
ing the twelve months since then, many 
things have happened. We have placed 
the department in new and capable 
hands, those of Ruby Blauvelt, who is 
an expert children’s shoe fitter. We 
have installed an X-ray shoe fitter to 
double-check each and every fit. And 
we have almost doubled the size of our 
stock, at the same time, adding girls’ 
shoes, which we never c&rried before.” 


New Douglas Store Opened 


ORANGE, N. J.—A new W. L. Douglas 
shoe store has been opened at 227 


Main Street. During the first three 
days—“Get Acquainted Days” a gift 
was presented each purchaser of a 
pair of shoes, according to Walter 
Gamberton, district manager. 











MR. CHAS. L. DAY 
of the 
HEALTH SPOT SHOE SHOP 
517 Pine St., Seattle, Wash. 


When Mr. Day took over the 
Health Spot Shoe Shop in Se- 
attle, he had one grim determi- 
nation—to make good. 


Proof of his phenomenal suc- 
cess is given in a statement 
made by him recently that he 
has had the best wages in 
twenty years’ shoe experience. 


Enthusiasm and hard work have 
been Mr. Day’s practical selling 
tools, which are earning for him 
a steadily increasing volume and 
a steadily increasing income. 


If you have the ability to fit 
shoes properly and know how to 
get along with customers, you 
should have success ih an ex- 
clusive Health Spot Shoe Shop. 


This, combined with the satis- 
factory results that Health Spot 
Shoes give, will build you a 
fine following of satisfied cus- 
tomers. As the store’s volume 
increases, profits go up and so 
does your income. 


You do not have to make any 
investment to operate a Health 
Spot Shoe Shop. Remuneration 
is in the form of a regular sal- 
ary plus a liberal share of the 
store’s profits. 

If you can furnish satisfactory 
references as to character and 
past employment, send for an 
application blank today. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 











Big Business Booked in Boston 





Harvest of Buying in Medium and Better Grade Shoes for 
Delivery—High Price Ceiling Will Not Check Trend 
to Higher Prices, Manufacturers Say 


Boston—Even though rising prices 
and fear of delayed deliveries combined 
during the month of May to bring into 
the market orders for Fall shoes far 
in advance of customary buying sched- 
ules, nevertheless substantial business 
was booked by the approximately 500 
manufacturers from all parts of the 
‘ountry who displayed their lines at 
the twenty-second annual Boston Shoe 
Fair, held June 2 to 5 at the Hotel 
Statler and the Parker House. 

Initial orders were placed this year, 
buyers reported, from four to six weeks 
earlier than has been the case in re- 
cent years. Manufacturers, confirming 
this, stated that in many cases orders 
accepted. now could not be delivered 
until the Fall retail rush is well under 
way. Some even went so far as to pre- 
dict that this would be after Labor Day 
in many cases. 

Much of this comment, of course, ap- 
plies to shoes in the medium and better 
grades. The Boston Shoe Fair, essen- 
tially a volume market, garnered a 
harvest of buying in shoes to retail at 
$2 to $3 for delivery in August. Busi- 
ness in shoes designed to sell at prices 
higher than these was only fair, with 
the exception of fill-in buying from 
lines with adequate in-stock facilities. 
That, at least, was the story of the first 
day of the show. 


Effect of Price Ceiling 


Nevertheless, many buyers placed 
orders only after being thoroughly con- 
vineed that the action taken in Wash- 
ington by the Procurement Division of 
the Office of Production Management 
in rejecting all the May 23 bids for 
Army and C. C. C. shoes and the sub- 
sequent action of the Office of Price 
Administration and Civilian Supply in 
placing a 15-cent ceiling on hide prices, 
in an obvious attempt to stabilize prices 
of footwear, would not have a far dif- 
ferent effezt and cause them to de- 
crease. The answer of the manufac- 
turer, in practically every case on 
record, was that, while the hide-price 
ceilmg might conceivably debar any 
further advance in leather pri-:es, it 
most certainly would not tend to stab- 
ilize the over-all cost of manufacture, 
sin¢e’ materials going into other parts 
ofthe shoe can, and probably will, con- 
tinue to advance until they reach a peak 
beyond which they cannot possibly ¢o 
farther. As an instan-e, it was cited 
that cotton fabrics used in linings have 
advanced an average of 85 per cent in 
recent months; and labor costs cer- 
tainly do not show a downward trend. 
Moreover, as shoe operatives are trans- 
ferred from civilian life and work to 
the Army, costs tend to rise because of 
the slowing up of the manufa-turing 
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pro ess during the period needed to 
train new and inexperienced men. 


Case for Manufacturers Stated 


The case for the manufacturer, which 
attracted more than usual attention, 
was neatly put by the New England 
Shoe and Leather Association, under 
whose auspices the Boston Shoe Fair 
was held. Voicing its approval of the 
action taken in placing a celing on hide 
prices, the association, in an official 
statement, declared: 

“This action is not expected to affect 
recent and present-day leather and 
shoe price quotations, although light 
native cow hides were quoted at 16%- 
17 cents when this announcement was 
issued, because all such shoe and leather 
quotations, with rare exceptions, have 
been based on a top price of 15 cents 
for hides. 

“Shoe buyers who have made pur- 
chases in recent weeks of Fall footwear 
at slight advances in prices, need fear 
no dislocation of the wholesale price 
situation inasmuch as the prices of the 
shoes which they have ordered were in 
most instances based on leathers pur- 
chased at prices substantially lower 
than a 15-cent hide level, due to the 
piactice of many shoe manufacturers 
of averaging their early low-priced pur- 
chases with later leather purchases on 
the 15-cent level. Therefore, in many 
instances, additional advan-:es in shoe 
prices are to be expected in order for 
manufacturers to get on a replacement 
basis of 15 cents for hides. These 
slightly advanced prices (already paid) 
»~imarilv reflected increased labor costs 
due to the substantial wage in reases 
which have already been granted to 
the 75,000 shoe workers in New Eng- 
Iend, wich increases amounted to 
from 6% to 12% per cent.” 


Trade Accepts Price Advances 


The association’s clarification of the 
present market situation closed with 
the statement that tanners and leather 
merchants have sold their leathers at 
prices no higher than those justified by 
a 15-cent level for hides; and with 
the predi-tion that the action of the 
OPACS in Washington, by preventing 
too sharp an advance in leather and 
shoe prices, has paved the way for a 
continuance of the upward trend in 
retail shoe sales throughout the 
country. 

What have been referred to as 
“slight advances” were paid in Boston 
without too much quibble. Shoes in the 
$2 and $3 retail brackets were sold at 
advances of from five to 15 cents. In 
the $4 and $5 bra:kets the advances 
were somewhat more—amounting, in 
some cases, to as much as 25 cents, 


some manufacturers in these grades 
commenting that, in those numbers in 
which quality had been rigidly ad- 
hered to, the increased cost had been 
sufficient to lift them from a near $4 
price to a bracket one dollar higher. 
In fact, comparisons were difficult to 
make because of the lack of established 
policy, some manufacturers preferring 
to maintain their competitive positions 
by making shoes at a price, and others 
preferring to stick to an established 
quality, letting the cost fall where it 
would. 


The Trend in Styles 


Styles? Suffice it to say here that, 
in women’s lines, the familiar blacks 
and browns prevailed, with a smatter- 
ing of wine, and blue which ranged 
from the light hue of the old “powder 
blue” to navy. Sueded leathers and 
those with smooth finishes ran a dead 
heat, with about as many of one as 
of the other, while conspicuous among 
the patterns, simpler in line and de- 
sign than they have been for many a 
season, were high-throated pump types, 
gored step-ins and rugged, low-heeled 
oxfords. 

In men’s shoes the trend toward the 
shoe of military appearance continues 
and, in contrast, is the heavily-brogued 
pattern with heavy leather sole. Boot- 
maker finishes are still to be popular 
and, in colors, medium tans and browns 
will be far ahead of blacks. 


Golf Tournament Attracts 


The Boston Shoe Fair would not be 
what it is if it were not for the golf 
tournament, always held the first day 
of the Fair, with this year no excep- 
tion. Rain threatened during the early 
part of the day, but when the sun broke 
through shortly before noon there was 
an exodus from both hotels and soon a 
record number of golfers and would-be 
colfers thronged the course of the Wol- 
laston Golf Club. Many partook of the 
buffet lunch furnished every player be- 
fore teeing off to tour the eighteen-hole 
links, while others preferred to post- 
pone the meal until they had finished 
the day’s play and had worked up an 
appetite. This part of the Fair pro- 
gram, under the auspices of the Boston 
Boot and Shoe Club, was an undeniable 
success and many a member of the 
shoe, leather and allied trades returned 
to his hotel on Monday evening carry- 
ing one of the 100-odd prizes donated 
for the occasion. 

The only other social affair of the 
week—for the Boston Shoe Fair is pri- 
marily a strictly business show—was 
held Wednesday night, June 4. at which 
time the grand bal'room of the Hotel 
Statler, which accommodates 1000, was 
crowded with guests attending the an- 
nual banquet of the 210 Associates, 
an organization of traveling salesmen 
formed to give help to needy members 
of the profession. It was a grand meal 
and a grand floor show put on under 
the personal supervision of Abner J. 
Greshler of Radio City, N. Y., and par- 
ticipated in by stage and radio stars 
well known throughout the country. 
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Treat Your Customer 
As You Treat Your Guest 
[CONTINUED FROM PAGE 26] 


you describe it. Impress her again 
with the fact that you are at her ser- 
vice, spare no pains to find a shoe that 
meets with her approval. Do not show 
too many shoes at a time. It is much 
easier for her to decide which one of 
two or three she prefers than it is 
which one of six or seven. 

Confine her attention to one shoe if 
you can—the one she shows the most 
interest in. Eliminate the others from 
her view tactfully, as quickly as you 
can. Ask her if she prefers trying on 
the mate to the one you have on her 
foot that she may see how the pair 
appears on her feet. 

Do not lecture a customer on the 

functions or condition of her feet. Do 
not tell her she has bunions or broken 
down arches; better to say, if neces- 
sary, slightly enlarged joints, arch 
strain, or flexible feet. Never get too 
personal in the course of a sale. Do 
not discuss matters foreign to your 
selling problem any further than neces- 
sary. 
Talk style and fitting at every op- 
portunity, but use judgment in what Dull gold tapestry cloth 
you say. Vary your sales talk as much ° ; Maw SS Oe 
as possible; find new and different ways - : Pemtenemt Wwery Crme. 
to express style and fitting features of 
the shoes you are selling. 

Make your sales talk, if possible, a N 
conversation between yourself and your — ° ° 
prospect. Control your interview with S ] L t 4 
an intelligent knowledge of what you 4 4 
are selling. Always explain the fea- , 
tures and construction of the shoes in 
understandable terms, and do not go OF SHOE DISPLAYS 
over your customer’s head. Be abso- 
lutely sincere so that your assertions IN BEAUTIFUL 
win full confidence and breathe the 


very spirit of honesty and truthfulness Ss 
Persuasion and conviction must be o 
used to inspire enthusiasm, for with 
these we get action, the capstone of the : oY CLOTS / 


thing we are after (the sale). Gear 
your sales talk to your proposition. 
Don’t fiddle away time on attention- 


amie Sony — SS ee Fairy Forms are the outstanding stars of the colorful and exotic 


Do not use heavy arguments in an shoe displays now showing in leading stores throughout the country. 
attempt to arouse enthusiasm; a good 
shoe salesman never antagonizes his The emotional appeal, the glamour and the allure of the breath- 


peeves are: A said-duaintetiaen, Bo yes - taking color effects of modern Ankle-Hi Fairy Forms have proved 
tailed reasoning. just as irresistible in selling shoes as in every other field. 


SELL AN EXTRA PAIR Ankle-Hi Fairy Forms are available in a wide range of standard 

Show every customer your shoes as colors and opalescent effects. Many of these are shown in their 
if you were giving your best friend a actual colors in the new Fairy Form catalog just off the press. In 
demonstration of them. Do not high addition, there are illustrations and descriptions of striking Fairy 


pressure, or use terms that are not . < 
anderdtanéebien Shenember dias. des Forms for hosiery and neckwear displays. 
ple language instead of being a handi- 
cap in always a strong point in selling. NEW FREE 
Always impress your customer with 
the fact your shoes meet all style re- CATALOG 
quirements without the slightest sac- 
rifice of comfort. 
Tek abe Wikaden siveds piace | Stee FORM CO. Inc. Dept. B6 AUBURN, N.Y. 
up the opportunity to sell a second or 


We have a copy of this new 
coler catalog for you. Write 
for # at once. 
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The Waller'foot Defender’ has Scuffless Heels 


The Miller Shoe Company knows the com- 
fort of a white shoe is increased by Scuffless 
“Pyraheel” plastic heel covering. Freedom 
from heel stains, cuts, scuffs, and cracks 
comforts and contents any fastidious woman. 
The salesman’s selling job is easier, too. 
Extra shoe value is evident to women the 
instant “Pyraheel” is mentioned. In com- 
fort as well as high fashion shoe buying, ask 


your sources for Scuffess “Pyraheel.” 
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E. | DU PONT DE NEMOURS & CO. (INC.), PLASTICS DEPARTMENT, ARLINGTON, NEW JERSEY 


third pair to his customer. The best 
time to do this is while the customer 
is thinking of shoes, and there is no 
better time than when you have suc- 
cessfully sold her the first pair. 

Most women who enter the store buy 
two to three pairs of shoes a season, 
but few of them have any idea of pur- 
chasing over one pair at a time, unless 
their interest and attention is aroused. 
If you have sold her a pair of dress 
shoes, show her a pair for practical 
wear; explain to her the advantages 
of having shoes for the occasion, how 
much better it will be for her shoes and 
her feet. Suggest to her a pair of even- 
ing slippers, or a smart pair of boudoir 
slippers. 

If you will make a habit of doing this, 
you will be surprised how many times 
an extra sale can easily be made, and 
how much you will increase your per- 
sonal prestige with your customer and 
your employer. Most women will feel 
flattered that you think it possible for 
them to purchase more than one pair 
at a time—a feeling of your thinking 
them. well-to-do. 

Even if she does not purchase the 
extra pair at the time, you at least are 
paving the way for a sale a little later 
on, and more sales mean more money 
for you. Perhaps she has brought a 
friend with her; remember every wo- 
man who comes into the store is a 
possible prospect for at least cne pair 
of shoes. Show the friend some shoes 
while you are waiting on your custom- 
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er; try to learn what kind of shoes she 
would be interested in. 

Remember many times you must win 
the favor of the friend or companion 
before you can make the sale with your 
customer. Putting shoes in the friend’s 
hand will help distract her attention 
from the shoes you are trying on your 
customer, as well as impress her. It 
will help to prevent her from making 
comments unfavorable that may affect 
the opinion of your customer. 

Gaining her good will is a powerful 
influence in making the sale. Sell her 
the idea of your service, give her your 
card, tell her you would be pleased to 
have her ask for you when she calls. 
Explain to her the merits of your shoes 
and why they hold the high position in 
fashionable, comfortable footwear they 
do. : 


CONCLUDING YOUR SALE 


When you customer has decided on 
the shoes she wants, and you have done 
all you can to create an extra sale 
without being boresome, finish up your 
sale as quickly as possible. Remove all 
other shoes you may have been show- 
ing, immediately; get the shoes you 
have sold her out of her reach and to 
the wrapping counter as quickly as 
possible. You want to create the im- 
pression the decision has been made, 
the purchase concluded. 

Do not talk further about the others 
you have shown her, do not do any- 
thing that might befuddle her decision. 


Women, you know, have a God-given 
right to change their minds and might 
exercise that right on the slightest 
provocation. 


BUILDING A PERSONAL FOLLOWING 


The most valuable asset any sales- 
man or store can have is the good will 
of a wide circle of pleased customers. 
It means dollars to you and the store 
you represent. 

To built a personal following is a 
very easy thing to do, and a powerful 
asset to any salesman. Just remember 
always to treat people as you would like 
to be treated, and your success in build- 
ing a personal following is practically 
assured. 

Never misfit a customer intentionally. 
Prove by your service the customer’s 
best interests are at heart. Learn every 
customer’s name if you can, memorize 
it, use it when she calls again. People 
like to feel you know them. There is 
no surer way of having people prefer 
you than for you to have them feel sure 
you know them. 

Endeavor to have your customers 
know your name. Give them your card. 
If your name is hard to pronounce, pro- 
nounce it for them as you hand them 
your card. 

Demonstrate by your every action 
your desire to please, and customers 
will just naturally be attracted to you. 

[TURN TO PAGE 48, PLEASE] 


A smart lady! She's comfort-wise, 

wise, and price-wise, and she's 
found that the Bass Rangeley Mocca- 
sin is the answer for al three. Built 
with True Moccasin construction the 
Rangeley is made from smoked elk, 
tough gristle soles, special tennis 
heels, on the Radcliffe last. Bass has 

dale for ° in she. 

. Another is the women's 
Sportocasin for Golf—tops in its field. 
Send for FREE catalog showing all 
styles in different shoes, and get those 
“women flocking to your store. 6. H. 
Bass & Co., Dept. BS-12, Wilton, Me. 








Rangeley Moccasins 
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F. Albert Hayes Elected Head 
of Purchasing Agents 


Cuicaco—F. Albert Hayes, purchasing agent of the 
American Hide & Leather Co., Boston, was elected 
president of the National Association of Purchasing 
Agents at the twenty-sixth annual convention held at 
the Stevens Hotel, Chicago, May 26-29. A Harvard 
University man and a chemical engineer by training, 
he has had a broad business experience in chemical 
and industrial engineering, purchasing and plant man- 
agement. During the World War he served as assistant 
to the procurement manager of the Ordnance Depart- 
ment, New England District, and later as a staff engi- 
neer en the Claims Board of that department. He came 
to the American Hide & Leather Co. in 1928, in charge 
of purchasing, engineering and traffic.. 

He has been a member of the N.A.P.A. for thirteen 
years, and was president of the New England Asso- 
ciation prior to his election last year to the National 
Executive Committee and Financial Officer of the Asso- 
ciation. A thorough student of management and an 
able writer, he won national recognition by his prize- 
winning essays on “The Responsibilities and Preroga- 
tives of the Purchasing Department” and “Selecting 
Sources of Supply.” In 1938 he was chosen to represent 
purchasing men at the Seventh International Manage- 
ment Congress in Washington, D. C.. with a paper on 
“Constructive Purchasing Policies.” He is a frequent 
contributor to business magazines, writing on various 
phases of the procurement function. 

Mr. Hayes’s home is in Norwood, Mass., where he 
has brought up his family of one son and three daugh- 
ters, and has taken an active part in community life. 
He is a past-master of the Masonic lodge, served as 
treasurer of the Congregational Church and has been 
interested in Boy Scout work. The coveted Silver 
Beaver award is evidence of his service to that organi- 
zation. 

The convention of the purchasing agents was of 


unusual interest this year due to the price situation | Laney : 
| season will find more feet cooling off in this shoe 


resulting from the war. “United States Prices—The 


Frederick J. Heaslip, chairman of the Business Survey 
Committee. Mr. Heaslip said, in part: 
“Current prices of American commodities are high— 





| 
| 
| 
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higher considerably than this time a year ago—and not | 


far from the peaks of the well-remembered 1929 levels. | 


These values have worked up during the past twelve 


months, gradually but surely, partially as a result of  telien de: Sites, Hortons. and 2 


an attitude of expectancy and acceptance on the part | 


of the multitude. Undoubtedly, prices generally would 


be higher still today had it not been for the endeavors | 


of those engaged in price stabilization efforts in Wash- 
ington. Furthermore, had there been sufficient machine 
tools, steel, aluminum and labor to satisfy the over- 
night occurring requirements of industry last Winter 
the resulting volume of production would have sur- 
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.. . It’s but one of 
122 Smart in-Stock Styles 


RK aM Large initial orders are now supple- 


mented by sizing orders which are being rushed in 
from all parts of the country where the white shoe 
season has opened. 


KR wi This style is now outstepping all 


others in sales, and cold figures prove that the hot 


_ than in any other white-brown in the Wright Arch 


Present Situation” was the topic of an address by | . 
| Preserver line. Stock No. 536—in white buck trimmed 


with brown calf—a distinctive moccasin-type pattern, 
on Wright's famous Miami last. 





Only a few franchises still 
available on these exclusive 
feature shoes that are backed 
by consistent national adver- 1. 


4 HIDDEN 
COMFORT; 
FEATURES 
Patented 
Shank 
Metatarsal 
Raise 


Esquire. Write to E. T. 
3. Flat 


Wright & Co., Dept. BS6, 
Rockland, Massachusetts. 4. 
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Arch Preserver Shoes 


FOR ACTIVE MEN! 








Fitting 











In unlined casual footwear, practical shoe- 
makers find Celastic easily adapted and a 
thoroughly efficient box toe. The shape of 
the moccasin type toe is maintained —an 
important feature in shoes that are to re- 
tain their sporty appearance. 


HOW CELASTIC IS USED IN UNLINED CASUAL SHOES 


Celastic is proving successful in casual, play and loafer types. In factory 
production, the dry Celastic box is cemented along the skived tip line 
edge and positioned on the inside of the vamp. Stitching in the plug 
permanently fastens the box. At the pulling over operation the upper is 
turned back and the surface of the Celastic next to the vamp is brush- 
coated with Celastic Softener. The surface of the box toe fuses with the 
leather, making a tight toe unit. 

This Celastic adaptation provides a firm, durable box toe — the character 
of the shoe is preserved and the toe area remains clean and comfortable 
on the foot. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


THE QUALITY 
BOX TOE 
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* NATIONAL NEWS ® 


U.S. Rejects Bids on Million Pairs of Shoes 





Wili Readvertise in Anticipation of Lower Prices Expected to 
Result from Hide Price Ceilings to Be Imposed 


WASHINGTON—The Army has re- 
jected all bids on 1,000,008 pairs of 
Army service shoes and 283,816 pairs 
of CCC shoes, the Division of Purchases, 
Office of Production Management, has 
announced, and will readvertise in an- 
ticipation of lower shoe prices expected 
to result from a schedule of price ceil- 
ings on hides, to be imposed in the im- 
mediate future by the Office of Price 
Administration and Civilian Supply. 

The OPM said that the Army shoe 
bids were considerably higher than the 
prices of a previous larger order last 
March. The higher prices were attrib- 
uted to increases in raw materials and 
in particular hides, which are the most 
important raw material. 

OPACS officials stated that the ceil- 
ing will be based on a price of 15c. for 
hides of light native cows, July take- 
off. This is the standard top grade 
traded in the hide exchange and gen- 
erally bought for upper leather manu- 
facturing. This price is slightly under 
the top prices which have prevailed re- 
cently, but it is above prices generally 
prevailing for many years. OPM ex- 
pressed the opinion that it should re- 
sult in substantial savings to purchas- 
ers of shoes. 

OPACS officials stated that recent 
high prices in hides reflect speculative 
buying by the trade and that further 
price increases would serve no useful 
purpose. High prices, it was con- 
tended, do not stimulate production be- 
cause hides are a by-product of slaugh- 
ter by meat packers and country 
butchers and are not reflected in any 
significant amount to producers. On 
the other hand, it was added, recent 
high prices on hides have increased 
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leather prices and encouraged specula- 
tive inventory holdings. 

“No real shortage of hides has been 
found to exist by OPACS,” said the 
OPM. “Any unreasonable accumula- 
tion of hides, officials said, might be 
subject to requisition by the govern- 
ment in the event a shortage develops.” 

“OPACS expects that the prices of 
other hides will find their proper levels 
once the ceiling is imposed on cow 
hides. The present price situation in 
kip and calf skins is under study to de- 
termine whether ceilings are neces- 
sary.” 


Former Army Flier 
With Dunn and McCarthy 


AuBURN, N. Y.—Robert G. Moore is 
now representing Dunn and McCarthy, 
Inc., of Auburn, in Wisconsin, Minne- 
sota and North and South Dakota on 
Heel Huggers, True Steps and special 
brand Fashion Welts and Welds. 

Bob, as he is familiarly known to the 
trade, joined the Royal Air Force in 
Canada as a boy, and at the close of 
World War No. 1 went to Detroit and 
became associated with his brother, 
George, in the wholesale and retail 
shoe business, where he stayed until 
1936. Since that time he has been trav- 
eling in Michigan selling a factory line 
of shoes direct to the trade. 

Bob’s diversified experience in all 
branches of the wholesale and retail 
shoe business, plus selling on the road 
provides an excellent background 

Bob’s brother, George W. Moore, has 
for the past 10 years represented Dunn 
and McCarthy with the same line of 
shoes in the state of Michigan. 


SATURDAY ® 
JUNE7, 1941° 


Represents Huth & James 
On Coast 


GLENDALE, CAL.—H. Pearse Newell is 
now representing Huth & James Shoe 
Co., Milwaukee, in the California ter- 
ritory. He comes of a family of shoe 


H. PEARSE NEWELL 


traveling men, with his father, J. H. 
Newell, representing the Connelly Shoe 
Co. in California and his brother, Rob- 
ert Newell, with the Nunn-Bush Co. in 
Chicago. Pearse Newell is well ac- 
quainted with his territory, having 
covered it for several years for repre- 
sentative lines. Headquarters will be 
at 1221 Cottage Grove, this city. 


Adds Orthopedic Department 


Cuicaco, ILu.—Charles Krametbauer 
& Son Shoe Store, one of Chicago’s 
outstanding neighborhood stores, has 
recently installed a special and sepa- 
rate orthopedic department. 





shoe world. 





New Children’s Line 

NASHVILLE, TENN.—Little Welt Shoe 
Company, a division of General Shoe 
Corporation, is bringing out a line of 
shoes for children with a new, patented 
construction. The shoes, which will be 
sold under the name “Acrobat,” will be 
of an improved welt construction and 
will be provided with a cushion inner- 
sole. They will be extremely flexible. 

The line is a complete one, featuring 
shoes in both children’s and misses’ 
sizes. Very low heeled types will also 
be available in larger sizes up to 7, so 
that the young child with a large foot 
may be fitted in the type of shoe which 
is suited to its age. 


Since the introduction of the new Queen 
Quality Shoes at one new retail price? sales 
are up tremendously over last season. 


When you see the line and compare it with 
others, you'll understand why, over night, 
Queen Quality has become the talk of the 


* $6.75; Denver West — $6.95 
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QUEEN QUALITY SHOE COMPANY + Div: International Shoe Company + SAINT LOUIS 
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U.S.M.C. Increases Wages 


Boston—United Shoe Machinery 
Corporation has announced a 10 per 
cent increase in wage rates for all em- 
ployees of its Beverly factory, effective 
May 16. The announcement said: “It 
has always been the practice of Beverly 
factory to pay rates equal to the high- 
est in the locality for like work. 

“Due to a recent general rise in all 
wage levels, there will be a 10 per cent 
increase in rates for all employees, ef- 
fective May 16, 1941. 

“In addition to the general change, 
individual increases will be continued 
as justified by individual progress, as 
has always been our policy 








27 Years of Shoe Partnership 


Sioux Ciry, Ilowa—The unique rec- 
ord of 27 years of business in the 
same location and with the same part- 
ners who originated the business is 
that of the H. and H. Shoe Co. of 
Sioux City, Iowa. Charles Harstad 
and H. A. Halseth, brqthers-in-law, are 
still in active partnership of the store 
founded Sept. 12, 1894. 





“CHARLES HARSTAD 


Mr. Harstad came to Sioux City 
from Norway in 1880. His first busi- 
ness experience in Sioux City was with 
an insurance company. In 1884 he en- 
tered the employ of B. S. Holmes, who 
operated a shoe store at 512-4th St. 
Ten years later, he associated himself 
with his brother-in-law and organized 
the H. and H. Shoe Co., buying the 
business from Mr. Holmes, and con- 
tinuing .at the same location, which 
had been the site of a shoe store since 
the founding of Sioux City. 

The personality of these men is re- 
flected by the fact that the shoe fitters 
they employ are experienced men who 
have retained their association with 
the firm for 15, 20 and 25 years. 

On May 5 Mr. and Mrs. Harstad cel- 
ebrated their golden wedding anniver- 
sary as well as Mr. Harstad’s 57 years 
of continual service to the people of 
Sioux City in correct shoe fitting. 

Along with this record is that of the 
shoe repair shop operated in the base- 
ment of the store which was originated 
by Peter Dyer, Sr., prier to the H. and 
H. Shoe Co. Mr. Dyer retired a few 
years ago but the shop is still operated 
by his son, Peter Dyer, Jr. 


Covers Three States 


MILWAUKEE, Wis.—Robert Kenngott, 
who formerly called on Herbst Shoe 
Mfg. Co. customers in Ohio, Indiana and 
Illinois, will now call on customers in 
Wisconsin, Minnesota and Iowa. 

Bob, as he is known by his many 
friends and customers, has a wealth 
of experience in merchandising quality 
juvenile footwear. Naturally he is 
happy to have the so-called “home” ter- 
ritory. He is on the territory now with 
his Fall line and reports business as 
being very good. 
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Californians Discuss 
Retail Problems 


[CONTINUED FROM PAGE 20] 


Round table discussions most inform- 
ally conducted by Russell Werner, of 
the Frank Werner Co., San Francisco, 
developed these thoughts on retailing: 

Carol ‘Wills: “Price increases have a 
definite effect upon the retailer because 
he is the first point of contact between 
the manufacturer and the consumer, 
and as a consequence gets the kicks, if 
any.” 

Coy Ball, The White House: “The 
best way is to satisfy a customer at 
once without argument.” 

Phil Marilander, Richmond, Calif.: 
“The percentage of returns in our 
store (Albert’s) is remarkably small. 
Many folks do not believe it possible 
for a department store in a small town 
to hold its returns down to a 1 per cent 
figure. This small figure is due to one 
thing, not overselling.” 

Carol Wills: “One method we have 
used in holding down the number of 
returns is having a bulletin board in 
our stock room which lists the percent- 
age of each salesman’s returns day by 
day and with monthly totals.” 

Charles Kushins, Oakland: “I believe 
returned goods can be minimized 
through cooperative efforts of city as- 
sociations and state wide associations 
as our California Retail Merchants As- 
sociation. We might also stress that it 
is a patriotic duty for customers to 
select their goods more carefully and 
thus hold returns to a relatively small 
figure. Uniform package inserts used 
in a state wide campaign will help too.” 

Russell Werner: “Increased inven- 
tories always tend to increase odds and 
ends. We are working on a three times 
turnover and figure that will tend to 
keep our odds and ends down to a rea- 
sonable amount.” 

Carol Wills: “We have found one of 
the best ways to hold down odds and 
ends is through the hashing of several 
of our lines. For example, all Foot- 
savers, all evening slippers, all sizes 
above 9 and all sizes below 5 are hashed 
together in respective groups. We find 
this method eliminates a lot of stock 
and saves many sales.” 

Arthur Weston, Oakland: “We hash 
our stock somewhat differently in that 
we hash all colors together, dividing 
them only in one section of high heels 
of 18/8 and up and one section of low 
heels below 18/8. P.M.’s are in one 
separate hash section. None of the 
staples or corrective lines are hashed. 
Salesmen do not have to know the stock 
too well, for if a woman wears a size 
7AA and wants a low heel blue shoe, 
there is only one place in the store to 
find it.” 

T. C. Broderick, San Diego: “If you 
have all the heels together of a general 
type of shoe, customers can be served 
quicker and more accurately. The only 
bad feature of this mixing the styles 
together is the slowness in taking off 
sizes of fast moving numbers.” 
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GREAT FOR FACTORY OR FARM WORK — 
RAW-CORD SOLES #1000, SLIP - PROOF. 


All of your customers who are stepping up Uncle Sam's defense 
must be sure footed in the right kind of shoes for their job. Your 
store will increase its volume if a section is devoted to work shoes, 
equipped with RAW-CORD Soles and Heels. They give long 
service against slipping hazards and are water proof. 





Shoes illustrated above:— 


Black Hardy Elk Plain Toe Blucher, Unlined Quarter, Drill 
Lined Vamp, Ooze Gusset, Steel Shank, Cushioned Heel, 
Instep and Metatarsal, Leather Midsole, Black RAW-CORD 
Sole and Heel, Welt, 30 Last, C, E, 6-12 (no 112). 








#9034— Everyday #6034—Lion Brand 
Geo. D. Witt Shoe Company Craddock-Terry Company 
Lynchburg, Va. Lynchburg, Va. 





Nothing can equal the original and genuine cord-on-end soles and 
heels, produced for 20 years under patents of inventor. 


LIMA CORD SOLE & HEEL COMPANY - Lima, Ohio 
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Workshoes 
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Honest Value 
In Boery Pair 
, Inc 
KEENE, WN. H. 
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Women's Shoes 
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Easiephit Shoes for Busy Feet 
IN STOCK 


No. 554 
Write for Catalog 


ABBOTT SHOE CO. No. Reading, Mass. 
ESTABLISHED 1855 














Gift to Strohbeck Employees 


BROOKLYN, N. Y.— Employees of 
Charles W. Strohbeck, Inc., received 
an extra week’s salary, recently, when 
the company moved into its new fac- 
tory at 13-23 Lexington Avenue. This 
was a token of appreciation to those 
who were on the payroll and stuck to 
their positions until the last pair of 
shoes was finished in the old building 
where the firm operated for over 34 
years. All but two of the employees 
took up their positions in the new plant. 

The factory is now in full operation 
at the new address. It is newly 
equipped with electric power through- 
out the building. 

A‘ party was given to the employees 
recently in the new building. 


Buys Store Stock 


OsceoLa, Iowa—M. Hood, operator 
of Hood’s Shoe Store, here, has bought 
the stock of the Limp-in and Walk-out 
Shoe Store at Creston, Iowa, and moved 
the stock here to a room on North Main 
Street, where he started a special sale 
of the stock and bargains from his own 
store. 


#0 


Pioneer Shoe Firm 
Consolidates Locations 


San Francisco, CaL.—Sommer & 
Kaufmann, reputedly America’s largest 
shoe store, and a San Francisco pio- 
neer, announced the consolidation of 
their 119 Grant Avenue branch within 
the five-floor building of this firm at 
838 Market Street, preparatory to a 
new expansion program in line with 
modern, streamlined ideas of retail dis- 
tribution. 

According to Herbert L. Sommer, 
president and general manager, this 
move has been contemplated for some 
time, awaiting only for completion of 
the new program, which the firm feels 
will more nearly meet the new problems 
of shoe retailing which future economic 
changes will bring into being. 

The branch which has been main- 
tained at Grant Avenue for many 
years, is two blocks from the main five- 
story building which houses seven sep- 
arate shoe shops, and in recent years 
has been surrounded by concession de- 
partments which Sommer & Kaufmann 
have conducted in the city’s leading 
specialty stores. 

The first phase of the expansion pro- 
gram is already under way in the en- 
largement of the second floor of the 
Market Street location, which is to be- 
come a deluxe shop specializing in ex- 
clusive higher quality footwear for 
women. This shop will be ready for 
occupancy about July 15. 

Mr. Sommer points out that the con- 
solidation of what has been in many 
instances duplicated stock within such 
a small area will greatly increase the 
scope of style assortment, as well as 
materially increase the size avail- 
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MRS. DAY'S IDEAL BABY SHOE CO. 
DANVERS, MASS. 
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ability, at the same time lower oper- 
ating and inventory costs. 
The move is to take place on July 1. 


Open Remodeled Store 


JANESVILLE, Wis.—J. M. Bostwick & 
Sons has announced the opening of its 
completely remodeled shoe salon. New 
fixtures have been installed and com- 
plete line of shoes for women and chil- 
dren have been stocked. 





Attractive Children’s Shoe Window 


Camden, . J—Shapiro Shoe Store, 217 Browbwey, here, recently featured this 


the left are shown shoes 
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Jack Daniel Nearing 
15th Year on Road 


MILWAUKEE, Wis—C. W. Daniel, 
called “Jack” by all his customers and 
friends for some mysterious reason, has 
an unbroken record of nearly 15 years 
with the Huth & James Shoe Company, 
Milwaukee, makers of “Modern Miss” 
footwear. 


Cc. W. DANIEL 


Jack started with the firm in the 
Fall of 1926, and has been a steady 
producer through the lean years as well 
as the good. He is the firm’s exclusive 
representative for a large territory 
consisting of Arkansas, Kentucky, 
Maryland, Tennessee and West Vir- 
ginia. During the long period, Jack has 
established an enviable sales record and 
won the respect, admiration and loy- 
alty of a large number of dealers, many 
of whom are his closest friends. 

Mr. Daniel is recognized as one of 
those conscientious type of salesmen 
who realizes he must be of some actual 
help to a merchant if he is to enjoy 
the merchant’s confidence and continued 
patronage. 


Air-O-Magic Shoe Meeting 


Marion, IND.—The office force of the 
Air-O-Magic Shoes of Daly Bros. Shoe 
Co, tendered a dinner to the shipping 
department for shipping the largest 
month of Air-O-Magic Shoes in April 
of its entire existence. The foremen 
of the Daly Bros. Shoe Co., Inc., were 
also the invited guests. 

The Colonial Room of the Spencer 
Hotel was the scene of the dinner. 
Along one side of the room the entire 
sample line of Air-O-Magic and Cush- 
ion-Magic Shoes were displayed. 

This was the first time many. of the 
Daly Bros. Shoe Co., Inc.,° employees 
and the men who make the shoes have 
seen. the Marion Shoe Division shoes 
laid out as they are displayed to the 
dealers. 

E. O. Racicot, chief inspector of the 
Navy shoes; Philip Mulvihill, treasurer 
of Daly Bros. Shoe Co., Inc., and Frank 
Butterworth, general manager of the 
Marion Plant, were guests. 

Walter C. Roose of the Marion Shoe 
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FOOT REST 


* Verifiexible Construction 
* Cincinnati Quality 

* Seventy Stock Shoes 

* Specialization One Brand 





Division was the master of ceremonies. 
Mr. Roose announced the Marion Shoe 
Division salesmen started out one year 
ago and had doubled the business ex- 
pected of them the first year. It was a 
most enthusiastic meeting and one that 
will be long remembered. The girls of 
the office were presented with favors 
and Miss Bertaline Blocker, in charge 
of the office, drew the “New Deal 
Donkey”—the master prize of the eve- 
ning. 


Shoe School at Indianapolis 
Has Record Crowd 


INDIANAPOLIS, IND.—A record num- 
ber of shoe salesmen and buyers at- 
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With big advertising, real style, comfort features, 
quality, Foot Rests almost sell themselves. They 
satisfy wearers, and repeat. Big stock department 
helps turnover. One quality, one brand; all Cin- 
cinnati made. Foot Rests are perfect for profit. 


THIS SHOE HAS EVERYTHING! 


* NATIONAL 
N ADVERTISING IN 














*Four-Spot Comfort 
* Smartest Styles 

* Markup 40% to 44% 
* Welts and Littleways 


* Quick Turnover 


THE KRIPPENDORF-DITTMANN COMPANY, CINCINNATI 
NEW YORK SHOWROOM: MARBRIDGE BUILDING 


tended the “Shoe School” held here, 
recently, under the provisions of the 
George Dean Act, and staged for the 
benefit of all footwear retailers of the 
city. 

Like other such events, the Indian- 
apolis classes were a series of meet- 
ings in which a prominent expert in 
each branch of footwear merchandis- 
ing from fitting to second-sale promo- 
tion played “teacher.” Average atten- 
dance was 56, a much larger number 
than had been anticipated. One such 
meeting was held at the William H. 
Block Company women’s shoe salon un- 
der the direction of John W. Hoffman. 
and resulted in the largest get-together 
of shoe retailers in the trade’s histroy. 
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Queen Quality-Dorothy Dodd 
Sales Up 


St. Louis, Mo.—Recently when In- 
ternational Shoe Company decided to 
change the Queen Quality-Dorothy 
Dodd price proposition from a multiple 
to a single retail price setup of $6.75, 
the goal set was to sell as many pairs 
of the one grade as had been sold the 
previous season in the two grades. The 
new line has been out now but a month, 
and A. B. Fletcher, vice-president of 
the International Shoe Co. and general 
manager of the Queen Quality-Dor- 
othy Dodd division, reports that the 
sales. already are way beyond the goal 
they expected to reach. 
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Career Man in Shoe 
Retailing 
[CONTINUED FROM PAGE 19] 


Perkins, who knows this town like a 
book; I’m very fortunate to have been 
able to get him for a clerk.” 

“Indeed I know Jack,” Mr. Jenkins 
said heartily. “Used to try and sell 
Hughson. I’m sure glad that’s one call 
I don’t have to make any more. How 
you getting on? Shoes get here all 
right?” 

Ed got out his order sheets to show 
Mr. Jenkins and they went over the 
original estimates Mr. Jenkins had 
made. 

“Let’s see, I figured four thousand 
total sales for the year. A net of 
fourteen thousand dollars for the year 
which would be approximately $1200 a 
month. How does that stack up with 
your first month’s business?” 

“Actually it was eighteen hundred 
using the forty per cent mark-on you 
indicated. But that’s just because 
we’re new, I know. I think your figures 
are uncannily accurate. - My first 
week’s investment was $1200; my second 
week’s investment was $1200, making a 
total of $2400 spent on 200 pairs of 
men’s work shoes at $3.00—or $600; 
500 pairs of women’s shoes at $2.50— 
or $1250; $350 worth of stockings and 
rubbers. Last week I ordered another 
$1250 worth, this time of children’s 
shoes; 500 pairs at $2.50. So far I’ve 
followed your instructions to the 
letter.” 

“The other four hundred pair of 
men’s work shoes will have to be 
ordered as quickly as possible in order 
to complete your stock, according to 
this,” Mr. Jenkins pointed to his 
original work. “I figured your basic 
stock should be 600 pairs of men’s work 
shoes at $3.00; 500 pairs of women’s at 
$2.50; 500 children’s at $2.50; and $400 
of stockings and rubbers. And this 
doesn’t include the men’s dress shoes 
either. One out of every seven sales to 
men will be for their Sunday dress 
shoes. Or say it'll run 10 per cent of 
your men’s sales; that’s a good basis 
for calculation.” 

“And to each dozen men’s shoes or- 
dered,” Jack broke in, “you'll need 
nine brown and three black.” 

“That’s right,” nodded Mr. Jenkins. 
“Better put that down, Mr. Freeman. 
I see you’ve stuck to the women’s sizes 
we worked out, mostly 5’s to 6%, only 
one on the other sizes. In black shoes 
have 3%, 4 and 4%, but no 8’s or 9%’s. 
Any large size can be specially ordered. 
And never try to put in more than two 
shoes with high heels in a town like 
this. They just won’t sell.” 

“T hate to lose any trade to Detroit,” 
Ed frowned. 

“You'll lose the very dressy trade 
anyway,” Mr. Jenkins shrugged. “It’s 
only seventy miles from here, and 
people enjoy driving in to see what's 
new. But never make the mistake of 
thinking a town like this can sell a 
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novelty in quantity like a Detroit store 
can. You'll go broke if you try it. 
These people like good, comfortable 
shoes. Isn’t that right, Jack?” 

“Sure is,” Jack said vigorously. 
“Most of us have to work on our feet 
all day. What we need is a shoe that 
will give support and comfort after 
we've been working ten hours. We 
don’t like useless gewgaws, either.” 

“I think the ten pair of comfort shoes 
a week to bring your total sales of 
heels at 16/8 to 20 per cent of your 
volume. The children’s shoes are all 
good school shoes, of course. Pumps 
will be 70 per cent of the women’s 
total with step-ins and fancy patterns. 
Oxfords will be only 10 per cent of 
your total women’s volume. Let’s see, 
what was the amount we figured you 
should spend a year on purchases?” 

“It’s here on this sheet somewhere,” 
Ed scanned the page quickly. “Yes; 
eight thousand dollars. $660 a month 
or $150 a week. But that’s after I’ve 
got my stock caught up. I’ve got to go 
over that figure right now to fill out 
the women’s stock and: get the men’s 
work shoes, and that doesn’t count the 
men’s dress shoes you were talking 
about.” 

“Don’t worry. Ill keep an eye on 
you so you don’t get off the track. Even 
if I’m away, they'll send me copies of 
your orders. from the factory for we 

[TURN TO PAGE 48, PLEASE] 
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Full Page Men’s Shoe Ad 


eae Si ak x 15) ee 
2 ‘ e 4 


Maurice L. Rothschild, of Chicago, used the above 

full page advertisement in the Chicago Daily 

Tribune to acquaint men with the latest styles in 
shoes for the Summer season. 


F, Albert Hayes Elected 


[CONTINUED FROM PAGE 35] 


passed Germany at her best and American prices would 
have been impossible to hold in check. 

“Just as the few commodity price trends have dis- 
torted situations in the past, so again are a compara- 
tively few raw materials causing the greater amount of 
distress in both commercial and government equipment 
manufacture. Building materials, fuels, agricultural 
products, oils, textiles, paper and lumber are available 
for total needs of the country. However, the metal 
groups, ferrous, nonferrous and the alloys, and the 
steel industry generally, are bound to remain retarding 
factors in wider expansion of the defense program, and 
are likely to play havoc with the manufacturing opera- 
tions of numerous non-defense lines of trade. Each day 
there appears further evidence that the needs of those 
furnishing equipment for Government projects will be 
first in line from a supply standpoint, and this bodes 
ill for those in non-essential industries if they are de- 
pendent upon the metal trades for productive volume. 

“Meanwhile, throughout purchasing circles commit- 
ments are being widely extended, not in an effort to 
build up current inventories nor to anticipate drastic 
price advances, but mainly to have materials coming 


through in the planned production schedules of the 


coming Summer and Fall months.” 
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Retail Sales, Owner Operated Shoe Stores 


April, 1941 
Department of Commerce, Bureau of the Census, Current Statistical 
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E. Laurence Hurd 


Boston, Mass.—E. Laurence Hurd, 
former director of the United Shoe Ma- 
chinery Corporation, and for many 
years head of the sales department, 
died at his home in Milton, Mass., May 
26, after a long illness. 

Mr. Hurd was son of the late E. P. 
Hurd, one of the founders of the USMC 
and for many years assistant trea- 
surer. He was born in Milton in July, 
1873. He graduated from the Massa- 
chusetts Institute of Technology class 
of 1895 and was a. member of the 
D K E Fraternity, having won consid- 
erable fame as a football player. 

Mr. Hurd entered the employ of the 
United Shoe Machinery Corporation in 
1900 and for many years was in charge 
of the cutter department, being asso- 
ciated with T. A. Bresnahan. He 
later assumed management of the gen- 
eral department and on its division be- 
came manager of the sales department. 

He was a member of the Brookline 
Country Club, University Club and the 
Eastward Ho Club at Chatham, where 
he maintained a Summer home. 

He was married in June, 1899, to 
Charlotte Hall and is survived by his 
wife, a sister, two brothers, a daugh- 
ter, Mrs. Bowman Graton, and a grand- 
daughter, Katherine Graton. 

Private funeral services were con- 
ducted at his late home, 152 Adams 
Street, Milton, on Wednesday, May 28. 
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Fred T. Huggins 


PASADENA, CAL.—Fred T. Huggins, 
founder of Huggins, prominent Pasa- 
dena retail store, died recently. Mr. 
Huggins started in the shoe business in 
Pasadena almost 55 years ago. In 1901 
he founded the store bearing his name. 
His whole life was spent in the exclu- 
sive high grade business. 


Burnett New Cox Manager 


CoLtorapo Sprincs, CoLt.—Van Cleve 
H. Burnett has been named general 
manager of Cox Brothers Shoe Com- 





pany, here, following the recent death 
of Elmer W. Cox. The store is to con- 
tinue its policies and will carry the 
same high grade merchandise as in the 
past. There will be no change of 
ownership. 

Mr. Burnett has been in the shoe 
business for 22 years, the past 13 of 
which were with Cox Brothers. 


Install Shoe Department 

Mitrorp, Iowa—The H. E. Jacobs 
Co. have installed a shoe department in 
the rear of their store, here. They plan 
to carry a complete line of shoes. 
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GENCO is the heel fibre material fea- 
tured by leading factories in advanced 
fall street, casuals and play shoes for 
men and women. Already proven on over 
three million pairs of shoes, GENCO 
shock-absorbing heels are available in 
many distinctive styles and all price 
ranges. 40% li with greater resil- 
ience and a comfort. 


SHOCK ABSORBING 
HEELS ARE LIGHT AS 
A FEATHER, 
MORE RESILIENT AND 
EXTRA COMFORTABLE, 


(PATENT PENDING) 


Write for complete information. 


GENERAL BOARDS COMPANY @ 705 E. THIRD STREET © LOS ANGELES 
Licensed GENCO Heel Converters from Coast to Coast 





Heavy Buying at Central States Fair | 





First Co-operative Summer Convention and Shoe Show in 
Chicago Draws Retailers from 20 States 


Cuicaco—A large attendance from 
the entire Middle West, with heavy 
volume buying in all price ranges and 
all types of shoes, marked the first 
annual Central States Shoe Fair at 
the Hotel Morrison, June 1, 2 and 3. 
Success of this event, the first shoe 
show produced in this part of the coun- 
try through the cooperative effort of 
a number of shoe traveler and retailer 
groups, was seen in the immediate for- 
mation of plans and election of officers 
for next year, and in the advance regis- 
tration of a number of lines for next 
year’s show. 

Retailers attending represented some 
20 states surrounding the Chicago area. 
Heaviest registration was from IIli- 
nois, Wisconsin, Michigan and Iowa. 
Also well represented were. the Da- 
kotas, Colorado, Missouri, Nebraska, 
Kansas, Kentucky and Ohio. 

From all states throughout the Cen- 
tral States area came reports of ex- 
cellent Spring and Summer business 
with prospects for an even greater Fall 
business. Coupled with this was a gen- 
eral recognition on the part of both 
large and small retailers that they face 
a critical period and that immediate 
and eomplete buying was expedient. 


June 7, 1941 


Although no price rises were encoun- 
tered in the middle groups ranging 
from five to seven dollar retailers, in- 
creases of from 5 to 20 cents per pair 
in the lower end shoes. 

Keynote for the retailers attending 
was struck at the Retailers’ Luncheon 
by Frank Cox, manager of the Stetson 
Shoe Store, Chicago, and member of 
the Chicago Retail Committee. Mr. 
Cox commended the splendid coopera- 
tive effort of both retailer and traveler 
groups from eight states in presenting 
the first Central States Shoe Fair. 

Roland Lips, convention chairman, 
who presided, stressed the fact that the 
Central States Shoe Fair was a co- 
operative event and that each associa- 
tion participating would continue to 
keep its own identity. 

Bernice Stevens, Chicago fashion 
writer and program director for the 
shoe fair, sketched the style highlights 
at the Fair and pointed out that the 
retailers have the best opportunity in 
years for style promotions tied directly 
to current news events. She marked 
the military trends as outstanding and 
a good basis for patriotic themes in 
windows and advertising. She also 

[TURN TO PAGE 47, PLEASE] 
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@ they assure the wearer extra com- 
fort and satisfaction 
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| therefore, that they prefer 
| FLEXNAP because it enables them 
| & make ventilated shoes that are 
| both cool and comfortable. 


Consider these important FLEXNAP fea- 
| sures: 

COMFORT—It’s porous, cooler, dryer. 

APPEARANCE—It's smooth, soft, won't 

wrinkle. 

WEAR—It forms a perfect bond with 

upper. 

HYGIENE—It retards perspiration rot 

and mildew. 


FREE 
lilustrated 
book Ist 
you the whole 
story. W rite 
for your copy 


gtuves 


W.S. LIGGRe 
COMPANY 


LEWISTON e MAINE 





Classified and Want Ads 





SALESMEN WANTED 


LINE WANTED 


WANTED TO PURCHASE 








ALESMAN WANTED—to carry as side line 

a new and improved shoe rack, something 
new and entirely different for use in store or 
home . . . Straight 10% commission arrange- 
ment. State territory covered. Address $183, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 


ALESMEN: Resident each State, advertised 

line Children’s, Misses’ and Ladies’ Indian 
hand beaded fur trimmed Moccasins, attractively 
priced, sell on sight. Commission basis. Give 
full details and references first letter. Address 
$184, care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y 


MEDIUM PRICED LINE for Western Penn- 
sylvania and vicinity; iarge following; Sat- 
isfactory references. Address $181, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 





ROWING Girl Sport Oxford line by well 

known salesman, for Michigan and Ohio. 
Address 2179, care Boot & ee Recorder, 100 
East 42nd Street, New York, we 





G ALESMAN, long established in Virginia, 
“ West Virginia, North and South Carolina, 
desires change. Only reliable line considered 
A-1 reference. Address $167, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York, N.Y. 





SIDE LINES SALES'N WTD. 


SHOE STORE WANTED 





MANUFACTURER of Foot Appliances and 
parts desires side line salesmen calling on 
retail trade on Commission basis. State terri- 
tory; references, and experience. Address $153. 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 





POSITION WANTED 


HOEWOMAN of 19 years’ thorough experi- 

ence as buyer, manager, trainer, lecturer and 
scientific fitter of men’s, women’s and children’s 
shoes, desires connection with better business 
management. References exchanged. Address 
2182, care Boot & Shoe Recorder, 100 East 
42nd Street, New York, N. Y. 








FOR RENT 





S PACE TO RENT in - pomaty buildings 


in Lynn. Inquire of F. ovey, Treasurer, 


5 Court Street, Boston, Mass. 





HELP WANTED 


RETAIL MAN WANTED—Experienced shoe- 

man wanted for field supervisor; Age 31-35. 
Family shoe store experience necessary. Must 
know accountancy; college education preferred. 
Give full details regarding past connections and 
education. Address: Box 177, Boot and Shoe 
Recorder, 1627 Locust Street, St. Louis, Mo 








SHOE DEPT. FOR LEASE 


SRE, DEPARTMENT AVAILABLE in 

Men’s Store on Lincoln Road, Miami Beach, 
Florida. Only well known lines considered. 
Address £178, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 








SHOE STORE WANTED: Write full infor- 
mation. Will consider cash transaction if 
price is reasonable. Address $180, care Boot & 
ae Recorder, 100 East 42nd Street, 

or 
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753 Irola St., Los Angeles, Cel. 
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BUYERS OF 


MANUFACTURERS—RETAILERS 
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BARSH & CEASAR 
19 N. Fourth St. Philadelphia, Pa. 
Phone Market 1666 








WE BUY 
lus Wholesale Retall 
" randed Shees such 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Queen Quality, 
toniane, Stetson, Red Cross, Nunn-Bush, Ete. 
ERVIN | SUBIN 


89 Reade i pk, _ 
Phone Barclay 7-7887. New Tere City 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
from munufuctrers jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New Yort 
Phone WOrth 2-5377 and 5878 








CASH 


For Entire Stocks or Surplus Merchandise. 
This is a good time to dispose of them. 
We can use any quantity and pay the highest 
prices. 
is ~ eo SHOE COMPANY 
16 8. 3rd § Philadelphia, Pa. 
Phone Lomba 2062 








SHOE STORES WANTED 
FOR CASH 

















Holt Named Shoe Manager 


BrockTON, Mass.—Albert Holt has 
been appointed manager of the street 
floor and basement shoe departments 
at Edgar’s. Benjamin remains as- 
sistant manager and is in charge of 
the basement department. 





The rate for all di 
Classified adverti 





CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
classified advertisements is $5.00 an inch with a maximum of 46 words. 
is payable in advance. 


= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@% 
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MERCHANTS’ NEEDS 





WIZARD 
ARCH BUILD 


HAVE HELPED 
THOUSANDS 


*. . . foor sufferers, | 
mean ... but that goes 

for shoemen, too. For, y 

after all, your store's prosperity depends so 
much upon the service you render and the 
foot comfort you give. The patented Wizard 
principle of overlapping pockets and inserts 
makes it possible for you to offer profitable 
foot relief to your trade with an amazingly 
small stock investment. Your mark up 100%! 
Write for details to Trimfoor Co., 4060 Forest 
Park Blvd., St. Louis, Mo.” 


WIZARD ARCH BUILDERS 





Heavy Buying at 
Central States Fair 
[CONTINUED FROM PAGE 45] 


urged the retailers to play up the 
American theme in giving tribute and 
credit to American design sources. 
Aside from the patriotic trends, she 
stated the mother-daughter promotions 
offer possibilities for tie in with other 
types of apparel. 

In touching on the highlights, she 
stated, Full toes, broad treads and 
walled lasts are very much in the pic- 
ture. Heel heights range from 10/8 
to 24/8, with the volume in 13, 14 and 
15/8. In many quarters 75 per cent of 
the business is being done in heels from 
17/8 down. We see open toes for dressy 
shoes, but definitely closed ones for 
street and tailored wear. We see the 
bootmaker or antiqued finish every- 
where, even in some dressy versions, 
and in most cases much better done 
than last Spring. Black is still the first 
color, but brown is more important 
than in many seasons, particularly in 
special finishes. Wine stays with us as 
usual, this time in Kona Red. Bows 
are probably number one in importance 
in trim detail. Braiding, piping and 
binding, nail head studdings, stitchings 
and leather thong lacirigs appear 
everywhere. Suede is the first material, 
but . calfskin, alligator and crushed 
leathers are also important. 

W. J. Crawford, chairman of the 
general retailers’ committee, who served 
as toastmaster, stated that all shoe 
retailers attending had experienced the 
best season in a number of years and 
‘were contemplating even better Fall 
business. 
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STEP INTO A WELL PAID SHOE BUYER'S POSITION 


positions paying 
a member of the SHOE RETAILING BUREAU of America. 
ee inexpensive home study course that qualifies 


re hours are all you need. FILL OUT THE FORM 


SHOE RETAILING BUREAU OF AMERICA 
PLEASE SEND ALL INFORMATION TO: 


$2500 to $5000 per year by 
Mem- 


SAINT LOUIS, MO. 











Dates to Remember 


Midwest Shoe Fair, Netherland 
Plaza Hotel, Cincinnati, @hio. 
June 8, 9, and 10, 1941 


Annual Convention Pacifie-North- 
west Shoe Retailers Association, 
Olympic Hotel, Seattle, Wash. 

June 8, 9, 10, 11, 1941 


Annual Convention New York State. 
Shoe Retailers Association, 
Onondaga Hotel, Syracuse, N. Y. 

Jane 15, 16, 17, 1941 


Annual Summer Convention Iowa 
National Shoe Travelers Associa- 
tion, Chamberlain Hotel, Des 
Moines, Iowa, June_15, 16, 17, 1941 


Fall Showing Mid-Continent Shoe 
Travelers Association, Skirvin 
Hotel, Oklahoma City, Okla. 

June 15, 16, 17, 1941 


Tri-State Shoe Mart, Pennsylvania 
Shoe Travelers Association, Wm. 
Penn Hotel, Pittsburgh, Pa. 

July 6, 7, 8, 1941 


Michigan Shoe Travelers’ Fall Shoe 
Show, Hotel Statler, Detroit, 
Mich. July 7, 8, 9, 1941 





B. C. Bowen, of Boot AND SHOE RE- 
CORDER, paid tribute to the fine spirit 
of cooperation and sincerity shown by 
retailers and travelers in cooperating 
in this event. 

More than 200 travelers, retailers, 
and their guests attended the banquet 
and floor show given on Monday night. 


The Army Fights on 
Its Feet 
(See picture on page 17) 


When other air corps training fields 
think they have established a record 
for something or the other, Kelly Field 
personnel looks at it and snorts. “Gosh! 
is that the best they can do?” 


MERCHANTS NEEDS 


THE FOOT OSCILLATOR 

| (General Electric Equipped) 
Routs cae weariness in no time ; Rest! Relax! 

red legs and feet. Let your customers thrill 
fa revel in the swift release from Fatique. 
In use by shoe and department stores everyw 7 
110 Volt, A. C. 
| $29.85 
| Weight 40 Ibs, 
| packed 





Write for spe- 

dal dealers 

: agency fer 
THE VI-PED-EX CORPORATION home use. 





Stockton, Calif. 


Kelly Field readily admits that most 
Army posts have fair size men, but ad- 
vises all competitors to let them grow 
up a bit before they try to pass them 
off as the tallest in the service and 
owners of the largest pair of feet ever 
to do guard duty. 

First of all Kelly Field does not have 
to extend itself to win over these 
claims. It just brings forth its second 
best in this event, James J. Johnson, 
21 years old, 6 ft, 6 in. tall, the man on 
the right walks off with the blue rib- 
bon. But against stiff competition 
Kelly proudly presents its champion of 
champions, none other than “Pee Wee” 
James B. Cook, of the 331st Sch. Sqdn., 
6 ft. 7 in. tall and wearing shoes size 
15¢e. A special requisition to Washing- 
ton was required to secure a pair of 
shoes big enough for Private Cook. “A 
little more delay and we would have 
had to wrap a couple of tents around 
his feet,” says Lieut. R. L. Williams, 
his commanding officer. 

In the short man contest, we offer as 
our candidate E. M. Sonnen, 5 ft. 1 in. 
tall, which equals the claim of most 
posts in this event. (Tied yes, but not 
beaten.) Private Cook and Corporal 
Sonnen present quite a contrast, espe- 
cially since they are both 18 years of 
age. Yes, the little fellow is an acting 
corporal and a tough one, too! Can you 
imagine these two giants taking orders 
from the little fellow. 

Kelly Field wonders if any outfit can 
equal or beat this record, one way or 
the other? If so—please let us hear 
from you and a thousand pardons. 
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Career Man in Shoe 
Retailing 
[Continued from page 42] 


want to see you make a success of this— 
not just because we like you, but it’s 
good business for us, too, to have a 
good outlet. You started with five 
thousand dollars which is unusual; 
most men aren’t lucky enough to have 
more than two. The extra money will 
enable you easily to get that fourteen 
thousand volume we figured on and will 
keep your credit in good standing even 
allowing for poor purchases. But, be- 
lieve me, you’re not going to make any 
poor purchases with me on the job.” 

Ed shook hands delightedly at that. 
They finished the order quickly, Mr. 
Jenkins said goodbye and left. 

Ed looked over the order he’d signed. 
“Gosh,” he said to Jack. “Look what 
I’ve done. I’ve ordered the same 
darned things over again instead of 
getting in a new style or so. People 
won’t buy the same things all the time.” 

“Indeed they do,” Jack disagreed. 
“That order was just right. You'll 
see.” 

But Ed was not convinced. He 
thought about it all the morning while 
he was waiting on customers. He even 
made the mistake of speaking to several 
about a greater variety of shoes and 
lost one sale because of it. So he was 
just ripe when the door opened and a 
breezy salesman stormed in, sample case 
in hand. The salesman put on a high- 
pressure campaign and in no time at all 
had sold Ed 200 pairs of open-toed 
shoes, 300 red suedes and 100 pairs of 
evening slippers. 

Jack coughed and shook his head in 
the background. But he said nothing 
until the salesman left with his signed 
order. Then he burst out, “My gosh, 
Ed, that stuff’ll never go in this town. 
You’ve just thrown that money away. 
And look what we could have bought 
with it.” 

“You heard how they’re going other 
places,” Ed argued, But as Jack con- 
tinued to shake his head he wondered 
if Mytown were different from the 
cities the salesman had talked about 
and if he had, indeed made a mistake. 

(To be continued in June 
21st issue.) 


Treat Your Customer 
As You Treat Your Guest 
[CONTINUED FROM PAGE 34] 


Make them feel they have found in 
you a person they can trust and a per- 
son who is an expert in his line. 

Develop your personality by being 
pleasant always. Cleanliness is another 
important factor; every detail of your 
appearance must suggest that you are 
a gentleman. Cleanliness and a pleas- 
ing personality are of vital importance, 
especially when dealing with the femi- 
nine public, and have a remarkable 
bearing on your success as a top 
notcher. 
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A Buying Tits 


BOOTS AND SHOES 


ABBOTT SHOE CO., No. Reading, Mass. 

BASS, G. H., & CO., Wilton, Me. ....... 

COLE, ROOD & HAAN CO., Chtsage, ll, 

GOODWILL SHOE CO., Holliston, Mass. 

GREEN SHOE MFG. CO., Boston, Mass. 

HEALTH SPOT SHOE SHOPS, INC., Danville, ill... 

KRIPPENDORF-DITTMANN CO., THE, Cincinnati, O. .............. 

MARK TWAIN, DIV. OF INTERNATIONAL SHOE CO., New York City 

MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawako, Ind. 

MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass. . 

QUEEN QUALITY SHOE CO., St. Louis, Mo. 

ROBERTS-HART, INC., Keene, N. H. ...... 

ROBERTS, JOHNSON & RAND, St. Louis, Mo. 

ROGERS BROS. SHOES, INC., Boston, Mass. 

TWEEDIE FOOTWEAR CORPORATION, Jefferson City, Mo. 10 
UNITED STATES RUBBER CO., INC., New York City Front Cover 
VITALITY SHOE COMPANY, St. Louis, Mo...” 
WRIGHT, E. T., & CO., INC., Rockland, Mass. 35 


LEATHER AND OTHER MATERIALS 


HUBSCHMAN, E,, & SONS, Philadelphia, Po. 
KIEFER, EDGAR F., TANNING CO., Grand Rapids, Mich. 
ROSS, A. H., & SONS CO., Chicago, Ill. 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, Etc. 


CAVALIER CO., Baltimore, Md. 42 
DEWEY & ALMY CHEMICAL CO., Cambridge, Mass. 6,7 
DU PONT, DE NEMOURS, E. |., & CO., INC., Arlington, N. J. 

GENERAL BOARDS CO., Los Angeles, Cal. 

LIBBEY, W. S., CO., Lewiston, Me. Pi bith 

LIMA CORD SOLE & HEEL CO., Lima, O. .. ies Dine 39 
UNITED LAST COMPANY, Brockton, Mass. ...... ‘is 27 
UNITED SHOE MACHINERY CORP., Boston, Mass. 4, 36, 3rd Gover 


STORE EQUIPMENT AND ACCESSORIES 


AIRTEMP DIV. OF CHRYSLER CORP., Dayton, O. 

DUNDEE SHOE RESHAPING DEVICES, INC., Los Angeles, Cal. 
NATIONAL CASH REGISTER CO., Dayton, O. 

SHOE FORM CO., INC., Auburn, N. Y. 

TRIMFOOT CO., St. Louis, Mo. ..... 

VI-PED-EX CORPORATION, Stockton, Cal. 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 
BARSH & CEASAR, Philadelphia, Po. ....... 

CAMITTA SHOE COMPANY, Philadelphia, Po. 

HOTEL LENNOX, St. Louis, Mo. ............ 
KIRSCH-BLACHER CO., INC., New York City 

RUBIN, IRVIN, New York City . aes 
SHOE RETAILING BUREAU OF AMERICA, St. Louis, Mo. 


Seeeeee 


Boot and Shee Recorder 











Wen experienced manu- 


facturers and retailers think of 
sound construction, particularly 
on lightweight, open toe and 
open heel types of footwear, 
they think of UNISHANK INSOLES 
as the dependable way to com- 
bine rigid heel and shank suPp- 
port with true forepart flexibil- 
ity. Unishank Insoles provide 
maximum strength where it is 


needed most. 





ps 


Bere eee 





i 
’ 


When you re out..... you re out! 





That’s the way it is in baseball ... . and that’s the way it is in shoe 
retailing. Out of shoes... . ouf of business! 

Delivery conditions of recent months point the question of the 
coming months. It is... will you or will you not have shoes when 
you need them? a 

Forehanded retailers are seeking out and tying up to resourceful 
resources . . . manufacturers.who have demonstrated an ability 
to deliver shoes when and as ordered, even in the face of most 
difficult conditions. 

For over ten years Green has served its customers with dependa- 
bility and promptness beyond the usual. This consistency of 
performance has saved many a Green customer many a sale .. . 
certifies Green’s ability to continue delivering fine juvenile shoes 
when and as ordered . . . offers the best protection against the 
unhappy possibility . . . no shoes... no sale . . . no profit. 

Are you tied up with a thoroughly dependable source of fine 
juvenile shoes? 





STRIDE-RITE . . . STRIDE-RITE CORRECTIVE 
JUNIOR ARCH PRESERVER 
SHOES 








- 


so" yet 








